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Valter Lippman has attacked the | 
practice of ghost writing for Wash- 
ington bigwigs, but thus far none | 
of the ghosts has put in an applica- | 
tion for unemployment insurance. | 

a: | 

Words are effective only as aj} 
part of action,” asserts Mr. Lipp- 
man, but it is hard to believe that 
he reached this conclusion as the 
result of personal contact with suc- 
cessful politicians. 


veep? 


Ministers of the gospel, says “The 
Diary of an Ad Man,” are the poor- 
est credit risks. But maybe that’s 
only because some of their congre- 
gations are rated slow pay, too. 


} 


- = | 


Regardless of what you may think 
of W. Willkie’s recent expedition, he 
is now in a perfect position to dash 
ff the modern successor of “Around 
the World in Eighty Days.” 
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Bill Stern had the misfortune to 
do a little ad-libbing on wasenes | 
and Lincoln at the very time when 
Lloyd Lewis, an expert on both, 
was tuned in to NBC’s Chicago out- 
let | 


, a ee 


Now that a spry young fellow by 
the name of Marco Morrow has re- 
tired {rem business, maybe at last 
the Great American Novel may be 
able to get itself written. 
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Joe McCarthy was no doubt cast 
down over the result of the world’s | 
series, but at any rate he had the 
satisfaction of knowing that the 
other side didn’t make ten runs in 
one inning. 


-— = 


“Of one thing we can be certain,” 
says a textile machinery advertiser, 
“the hosiery industry will not be 
able to return to the place it left off 
when the war began.” 

Meaning the calves of ladies who | 
go for leg make-up? 


vgy¥sey? 


If drug stores cut working hours 
to keep sales down to replacements, 
as Hugh P. Beirne suggests, the | 
overworked pharmacist may be able | 
to prescribe an occasional football 
game for himself. 
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Business men who have tangled 


unsuccessfully with Thurman Ar-| 
no! ire in a position to advise | 
Jimmy Petrillo not to get too cocky 
over his initial court “vindication.” 
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men must be utilized, a War 
Production Board representative 
the American Gas Association 
vention assembled, and every 
resent enthusiastically agreed. 


’ ’ ’ 
Husbands of Waacs, Waves and 


W s hope their martial mates 
wi forget to write occasionally to 


| latest 


AIDS DRIVE 


| ruenes fight ww Fue 


oon 
INSULATE UGUP HOME 


SAVE FUEL FOR VICTORY! 


The National Mineral Wool Association 


poster to go on display this week at the 
offices of fuel oil rationing boards, post 
offices, schools, etc., in cooperation with 
the OWI. Credit lines for the associa- 
tion or individual manufacturers, con- 
tractors or dealers appear at the bottom. 


Optimism Revived 
at Fall Meet of 


Newspaper Admen 


Rebirth of Confidence 
Shown at Newspaper 
Advertising Conclave 


Chicago, Oct. 13.—The Newspaper 
Advertising Executives Association 
today wound up a two-day fall 
session here which was filled to the 
brim with work, but which 
abounded in signs of a rebirth of 
optimism in newspaper ranks as far 


NAB Maps New 


Fight Against 


Petrillo Edict 


Directors Support Miller; 
AFM Says Next Move 
ls Up to Companies 


Chicago, Oct. 15.—James C. Pe- 
trillo’s private war with broadcast- 
ing stations and transcription com- 
panies entered a temporary stale- 
mate this week as the government 


planned to appeal an adverse court | 


decision and the National Associa- 


tion of Broadcasters—outwardly at! 


peace with itself again—offered sup- 


port for state suits seeking to set | 
American Federation of | 


aside the 
Musicians’ recording ban. 

The NAB board of directors, 
which argued the question of depos- 
ing President Neville Miller during 


'a prolonged closed session Tuesday, 


finally voted down a proposal that 
the $35,000-a-year association head 
be asked to step aside in favor of 


}an unnamed successor. Mr. Miller, | 
|whose contract runs until July, 
1944, had rejected a compromise | 


proposal that he become NAB chair- | 


man of the board and general coun- 
sel. 


Seek Public Relations Man 


The board authorized Mr. Miller, 
together with a committee of sev- 
eral board members, to seek a pub- 
lic relations director who will help 
smooth the path of the broadcasting 


industry in its dealings with official | 


Washington and groups which have 
attacked station and network poli- 
cies in the past. 

Outwardly, the NAB took no offi- 
cial note of organization plans of its 
rival group, the American 
(Continued from Page 43) 
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'as the general outlook is concerned. 


While smaller papers are rela- 


| : . 
. i | tively hard hit by problems brought 
had Robert E. Lee paint this full-color | (, primarily by the wartime econ- 


omy, and while the problems fac- 
ing the newspaper advertising 
executive have certainly not di- 
minished since the group held its 
last meeting, the meeting generally 
exhibited an adjustment to current 
problems, with very little talk of 
important dangers on the business 
front. 

The program was set up on a full 
two-day basis, with formal talks at 
the morning sessions and at lunch, 
and with the afternoons given over 
to a “war clinic’ under which a 
variety of problems were discussed 
both from the rostrum and from the 
| floor, 


Retailers Need Help 


Following opening of the meeting 
by President William Ellyson, Jr., of 
the Richmond News-Leader and 
Times-Dispatch, and a brief ex- 
| position of the size and scope of the 
;newspaper advertising exhibit by 
Earl H. Maloney, Peoria Journal- | 
Transcript, the meeting heard an/! 
unusually complete and detailed re- 
port from the committee in charge 
of the price ceiling promotion cam- 
|paign, headed by Donald M. Ber- 
nard, Washington Post. 

Mr. Bernard, whose committee, 
working with President Ellyson, 
was in large measure responsible | 
for the experiment in carrying the 
| price regulation story to consumers 
conducted by retailers in Richmond 
and Norfolk with the cooperation 
and encouragement of the Office of 

(Continued from Page 41) 


IN GLASS JARS 


Mennen shave cream in glass containers 

is being introduced to apnsumers with 

special copy eppearing in national 
magazines. (Story on Page 44.) 


Bernarr Macfadden 
to Promote Line 
of Health Items 


Also Plans New 
‘Physical Culture’ 
Magazine Next Year 


New York, Oct. 15.— Newspaper 
advert! sements scheduled to appear 
in five cities next week will usher 
in a new chapter in the career of 
74-year old Bernarr Macfadden, as 
sponsor of V-Production Corpora- 
tion, a company set up to market 
several health products that have 
long been in the mind of the vet- 
eran publisher 

Mr. Macfadden has also purchased 
the recently - discontinued Physical 
Culture from the company from 
which he retired two years ago, 
with the expectation of reviving the 
magazine that was the foundation 
of his vast publishing enterprises. 
He indicated today that the maga- 
zine will appear in digest format 
early next year, and in all prob- 
ability will carry no advertising. 

First V-Production product to re- 
ceive consumer promotion will be 

(Continued from Page 42) 


Railway Association Plans 


Last Minute News Flashes 


Bigger Campaign 


| Chicago, Oct. 16.—Executives of the Association of American Railways 
have approved plans for an expanded 1943 advertising campaign, to get 


under way next January, with major 


passenger traffic problems the prin- 


cipal theme. Approximately $700,000 will be expended with magazines 


and farm papers on the schedule as heretofore. 


handles the account. 


New York, Oct. 16. 
land International, has been elected 


Arthur Kudner, Inc., 


Maas Elected President of Dorland International 


Walter S. Maas, executive vice-president of Dor- 


president of the agency, succeeding 


Thomas M. Quinn, who has resigned to become executive vice-president 


of Irwin Vladimir & Co. Mr. 


Quinn, 


who was with Dorland for 17 


years, is president of the Association of Export Advertising Agencies. 


Schenley Distillers Shifts Whisky Accounts 


New York, Oct. 16.—In a new 
Schenley Distillers Corporation has 


shuffle of its 


advertising accounts, 
placed its Golden Wedding account 


with Lord & Thomas, and Reserve and Royal Reserve whiskies with 


Kleppner Company. 


Prager Is Appointed Radio Director 


New York, Oct. 16 


~Bert Prager, 


talent buyer for Benton & Bowles 


for the past three years, has joined Donahue & Coe as radio director, a 


new post created by the agency. 


Montgomery Ward Hit by FTC Order 


Washington, D. C., Oct. 


16.—The Federal 


Trade Commission has 


ordered Montgomery Ward & Co., Chicago, to cease and desist adver- 
tised representations that its various cosmetic preparations containing 
Vitamins A and D have therapeutic value. 


| circulations, in 


Cole Urges ABC 
Audit of Secondary 


Media Circulations 


Proposal Will Be 
Given Consideration, 
Thomson Promises 


(Wartime problems held the cen- 
ter of interest in Chicago last week 
—during Advertising and News- 
paper Week and other sessions of 
the ABC, Newspaper Advertising 
Executives Association, Inland Daily 
Press Association, National Editorial 
Association advisory council and the 
Agricultural Publishers’ Association 
are reported on succeeding pages of 
this issue of ADVERTISING AGE.) 


Chicago, Oct. 15. Gordon E. 
Cole, chairman of the board of the 
Association of National Advertisers, 
and advertising manager of Cannon 
Mills, Ine., today made the startling 
proposal that the Audit Bureau of 
Circulations audit secondary media 
view of the wide 


-acceptance which has been won by 


readership studies of magazines. 
His proposal was made in the course 
of an address at the annual meeting 
of the ABC at the Palmer House. 
In view of his appearance as the 
official representative of the ANA, 
it Was assumed by his hearers that 
he was voicing a recommendation 
of that organization. Although the 
ABC has been on record heretofore 


as opposing any extension of its 
function beyond the quantitative 
measurement of paid circulations, 


he was assured by P. L. Thomson, 

president of the bureau, that his 

suggestion would be given consider- 

ation. There was no discussion of 

the proposal at the meeting, and no 

action regarding it was taken. 
Offers Suggestions 


Mr. Cole’s talk bristled with 
pointed suggestions to advertisers 
and publishers to align themselves 
with war conditions, action which 
he said has not yet been generally 


| taken. 


In discussing the circulation idea, 
he said, “Is not the time at hand 
when the ABC should perform the 
function of measuring secondary 
readership of publications, as well 


,as primary or net paid circulations? 


Are not those studies which are now 
being conducted by individual pub- 
lishers in the field of weekly and of 
women’s magazines widely used and 
accepted today as quantitative 


measurements of magazine circula- 


tions? 

“I realize that this subject may 
be controversial, and that many 
practical difficulties may stand in 
the way of accomplishing such a 
desirable objective, but under 
today’s conditions can we afford to 
let difficulties of that sort stop us? 

“If this suggestion strikes any one 
of you in this audience as heresy, 
let me pose this practical problem 


for your consideration. In _ pre- 
senting our consumer advertising 
program to our retailers, we have 


always prided ourselves at Cannon 
Mills on making truthful statements 
of our total magazine circulation, 
based upon ABC audits. In a recent 
trade paper advertisement, we re- 
produced our current consumer 
advertisement and stated, ‘Seven 
leading national magazines will dis- 
tribute 17,000,000 copies of this 
advertisement in the month of 
January.’ 

“In the same issue of the trade 
papers in which this advertisement 
appeared, a competitor reproduced 
a single page appearing in Life 
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only, and stated, ‘20,000,000 of your 
customers will see this advertise- 
ment in a January issue of Life 
Magazine.’ This competitor claimed 
more circulation for his one page 
in Life than we claimed for our 
page in Life, Ladies’ Home Journal, 
Good Housekeeping, McCall’s, 
American Home, Better Homes and 
Gardens and Bride’s Magazine. 

“In my opinion the ABC has a 
great deal at stake here, and cer- 
tainly honest advertisers have. If 
this practice is not placed under 
some kind of control, all the good 
that the ABC has accomplished 
over a period of 29 years may be 
nullified. As an advertiser, I am 
not detracting from the value or 
importance of the magazine audi- 
ence studies now being conducted. 
I believe they are valuable, but I} 
also believe they should be con- 
ducted by a cooperative organiza-| 
tion like the ABC, and that figures | 
should be available for all publi- 
cations.” 


Calls for Adjustments 


After reviewing the difficulties 
which manufacturers in all lines 
are facing, as the result of priori- 
ties, shortage of man power, price 
ceilings, conversion to war needs, 
simplification, standardization and 
concentration, Mr. Cole said that 
the entire field of advertising and 


jare being 


'scarcity we need help, understand-| moth balls for the duration,” the 


| 
publishing must adjust its thinking | to the use of emotional appeals to | 
and planning to the present realities | create desire for possession. 
and through unity of action speed| “One of the primary functions of | 
the day of victory. He expressed | advertising under the new condi- | 
the opinion that the American peo-| tions,” he said, “is to persuade peo- 
ple will sustain the free enterprise| ple to do without and to make 
system after the war is won, be- | things last longer. Appealing to the 
cause lobbies and labor leaders do| emotions, to fear and to hate, is to 
not reflect their sentiments. |appeal to weakness; but to appeal 


In making specific recommenda- | through the emotions to reason is 


‘tions for adjustment to war condi-| to appeal to courage. Business must 


tions, he urged improvement in | speak with a new voice—the voice 
media representatives. | of courage and conviction. Adver- 
“We advertisers are too beset|tising must show it how.” 
with new problems,” he commented, | After calling attention to the 
“to spend time with media men who ANA’s vigorous position against 
do not know what is taking place | promotion of advertising as a means 
and who have not the training or| of saving tax dollars, he suggested | 
ability to know how our businesses | streamlining advertising operations | 
affected. In times of|and reducing costs in every way. 
plenty we can overlook an occa- “The fetishes and furbelows of 
sional time-waster, but in times of | media selling must be laid away in 


ing and above all useful informa-|ANA chairman declared. 
tion.” 


“Expen- 
sive merchandising and promotion 
services offered by publishers as an 
Must Change View inducement to advertise should be | 
He urged sympathetic cooperation | dispensed with. Special issues and 
by advertisers with publishers in other devices aimed to swell adver- 
the elimination of waste, suggesting | tising linage, but of questionable 
that if the war program requires a value to an advertiser’s basic job of 
restriction of paper, ink and metals | survival, must be suspended. 
advertisers must encourage and 
support whatever reductions pub- 
lishers as a group find necessary. “T have heard that there is a cur- 
Agencies must change their point | rent proposal, as a war conservation 
of view, he declared, with reference | measure, to abolish the present 


Sees Substantial Savings 


October 19, 1942 


— 


CANADIANS AT ABC MEETING 


Among the executives attending the ABC sessions in Chicago last week wer. 
(left to right) H. H. Rimmer, Canadian General Electric Co., Ltd.; W. J. . 
Butler, Toronto Globe and Mail; E. J. Powers, Chicago newspaper representativ: 
E. M. Holiday, Western Producer, Saskatoon; H. G. Kimber, Toronto Globe and 


Mail; E. C. De Clerque and H. H. De 


Clerque, Canadian newspaper represe,- 


tatives. 


practice of newsstand returns of 
magazines and newspapers. If this 
is so, the savings to publishers in 
cost of paper, trucking, etc., would 
aggregate a very large sum and 
release this supply of paper and 
transportation facilities for more 
urgent needs. And since all costs 
descend finally upon advertisers, 
they should look with an approving 
eye on such a move.” 

Mr. Cole closed his list of recom- 
mendations for wartime adjust- 
ments with the proposal that to 
avoid duplication and overlapping 
of effort, general research should be 
concentrated in the Advertising 
Research Foundation. 

“Research is being applied today,” 


Publishers Plan 
Dramatic Drive 
on War Effort 


New York, Oct. 15.—Prelimin: ry 
plans were revealed here today {o; 
one of the most dramatic contribu- 
tions advertising has thus far mide 
to the war effort, a smashing con- 
sumer campaign to be sponsored by 
major magazines, in an effor* to 


present America with a more vivid 
| picture of the meaning of total war, 
| The project, undertaken by the 
|National Publishers Association 
with the cooperation of the Adver- 
tising Council, has been endorsed 


he said, “to a multiplicity of prob-| enthusiastically by Washington otfi- 
lems and is being conducted by 4 | cjals charged with the job of main- 
multiplicity of organizations, by in-| taining civilian morale and dissemi- 


SALES MANAGER: 


items. 


typed right away . 


Ff] 


SALES MANAGER: 
gawds, Williams! 
have that information right off the bat . 


“You sent one 


copies you say? Well, DON’T type 
It’s a stencil-duplicator. 


a job like this—USE IT?’ 


on Hammermill Mimeo-Bond. 


“I’m sorry, Mr. 
Goodby .. . Well, Williams, what went wrong this time? 
week ago to send out a notice to all our customers about our discontinued 
Now Gridley at ACME says he hasn’t had the information. 
of our biggest customers, too! A mistake like that could be mighty costly.” 2. 
ASST.: “But, Mr. Clark, I DID notify them. 
. . and sent one to every customer on our books.” can 


There must be 20 people in their office who ought to 


What do you think we have it for? 
—to make a lot of copies in a hurry. Now, remember, next time we have 


(And to make sure those copies are clear and readable, put them 
If you use your gelatin or spirit 
machine, put them on Hammermill Duplicator paper.) 


6 FREE HELPS 


FOR EVERY BUSINESS 
MAN WHO HAS AN 
OFFICE DUPLICATOR 


When you have important infor- 
mation to flash to a number of 
people, give everybody concerned 
his own copy. Use your office 
duplicating equipment—your gela- 
tin, spirit or stencil duplicator. 

And to get the most out of your 
duplicators send coupon for these 


six helps which Hammermill 
offers you free. 


I'll call you back. {. 
I told you a 


P “Good Stencil Duplicating.” Book- 
Gridley. Yes. let discusses the ive iupertant fac- 
tors of stencil duplicating—the type- 
writer, stencil, stenographer, ma- 
chine and paper. Also useful oper- 
ating tips. 


One 


Stencil layout sheets help operators 

make better stencils for Ulustrated 

letters and bulletins, Pencil sketches 
easily be traced on stencils 
from sheets, 

3, 100-sheet test packet of Hammer- 
mill Mimeo-Bond . . . the paper 
that gives you 3000, and more, copies 
from a single stencil, 

4, “Duplicator Facts” booklet. Use- 

ful tips on how to get best results 

from your equipment. How to se- 
lect the right duplicator copy paper. 


5. Operating guide—a handy, trouble- 
shooting chart to guide your gelatin 
or spirit duplicator machine opera- 
tor. Helps get neater copies eulehiy. 
more economically. , 

6. 100-sheet test packet of Hammer- 
mill Duplicator .. . the paper that 
gives you clear copies, and many of | 
them, from either a gelatin or spirit 
machine. 


I had copies of the list 


Hammermill is very || 
proud to be the first || 
recipient in the pa- | 
per industry to re- 
ceive the coveted 


Army-Navy Production Award— 


an evidence that PAPER 
MATERIAL. 


USE THIS VALUABLE COUPON | 
Hammermill Paper Co., Erie, Pa. 


Please send me the duplicating 
helps checked: 


Is War 


1. “Good Stencil Duplicating.” 


] 2 Stencil layout sheets: © plea; 
elite; typewriter spacing. 

13. Test packet of 
Mimeo-Bond. 


Hammermill 


4. “Duplicator Facts,” 
copy to a firm like ACME? Ye 
Ss. Operating Guide. 
.. No time to type that many 
them. Do you see this machine? 
I'll tell you 


] 6. Fae Be may of Hammermill 
uplicator. 


Name . 


Position 
(Please attach to your company letterhead) 


AA-10-19 


and by independent research organ- | 


izations. Much of it overlaps and 
is a duplication of effort. 
“Wherever it applies to markets 
of people or to groups of publica- 
tions, if it is vital and important, 
why should it not be handled by one 
central, cooperative organization? 
I refer to the Advertising Research 
Foundation. This organization has 
done some outstanding jobs, but not 
enough of them. Why in the world 
don’t we make better use of it?” 


Newell-Emmett 
Named Agency for 
Kirkman & Son 


New York, Oct. 14.—Newell-Em- 
mett Company was today named 
agency for Kirkman soap products. 
The new appointment will take ef- 
fect Dec. 1, at which time N. W. 
Ayer & Son will relinquish the ac- 
count, as previously announced. 

Kirkman’s current advertising 
schedules run through Nov. 30 and 
no new plans as yet have been for- 
mulated by Newell-Emmett. Kirk- 
man & Son is a subsidiary of Col- 
gate-Palmolive-Peet Company, Jer- 
sey City, N. J. 


Henry to WLS 

Elliot Henry, formerly associated 
with Howard G. Mayer public rela- 
tions office, Chicago, has been ap- 


/pointed director of public relations 


for Station WLS, Chicago. He will 
also handle sales promotion for the 
Arizona Network. 


Names Weintraub Agency 


Chicago Rubber Clothing Com- 
pany, Racine, Wis., has appointed 


dividual advertisers and agencies, | nating war information. 

Creative talent contributed by 16 
prominent advertising agencies is 
;now hard at work developing copy 
and art. The output will be coor- 
|dinated by the Advertising Council 
and the final campaign pattern 
| worked out with the publishers. 
| Members of the special NPA com- 
|mittee set up to see the project 
|through to completion are William 
B. Warner, McCall Corporation: 
|Roy Larsen, Time, Inc.; Albert E. 
Winger, Crowell-Collier Publishing 
Company; and Fred Bohen, Mere- 
dith Publishing Company. 
| The talent pool, representing 
-agencies handling publication ac- 
counts, includes J. Walter Thomp- 
son Company, Arthur Kudner, Inc., 
Young & Rubicam, Kenyon & Eck- 
‘hardt, Newell-Emmett Company, 
BBDO, McCann-Erickson, N. W. 
Ayer & Son, Rickard & Co., Roy 
|Durstine, Inc., Buchen & Co., War- 
|wick & Legler, Ruthrauff & Ryan, 
|\J. M. Mathes, Fuller & Smith & 
|Ross, and Aitkin-Kynett Company. 


Now Vanity Fair Mills, Inc. 


Vanity Fair Silk Mills, Reading. 
Pa., has changed its corporate name 
to Vanity Fair Mills, Inc. The 
change does not affect corporate 
structure, identity, personnel or 
policy of the company. 


Distillery to Howard 

Maryland Springs Distillery, 
Havre de Grace, Md., has appointed 
E. T. Howard Company, New York, 
as its advertising counsel 


Pushes Lower Rates 
American Automobile Insurvrce 

Company, St. Louis, has be a 

new campaign in daily new ers 


William H. Weintraub Company, announcing reduced rates f et 
New York, agency for Rainfair sonal liability protection, in ing 
storm coats and Smartair sports-| automobile insurance. Oakl R 
wear. French, Inc., St. Louis, is the cy 
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oT IN DUIRY 
COST ON THREE | 
JERGENS LISTS 


“Iam glad to tell you that on three of our lists 
Macfadden Women’s Group occupied the honor 
seat in... lowest inquiry cost.” 


1 OR REE ORR Se 


JERGENS 


THE ANDREW JERGENS COMPANY 


Poducl of 


THE ANOREW JjJERGENS COMPANY 
JOHN H. WOODBURY INCORPORATED 


MADE IN CINCINNATY, BURBANK, CAL., BELLEVILLE, N. J., PERTH. ONTARIO 
J ‘ 


> 


CINCINNATI, OHIO 


September 8, 1942. 


Mr. Walter Hanlon 
Macfadden Women's Group 
205 East 42nd Street 
New York, N. Y. 


cTioN 


provu 


Dear Walters 


Sampling and the expense thereof happen to be quite important to 
us. We do not regard inquiry cost as the major factor of influ- 
ence in the selection of media, but nevertheless on certain of 
our lists it weighs heavily. 


I am glad to tell you that on three of our lists Macfadden Women's 
Group occupied the honor seat in having the lowest inquiry cost. 
To be more factual: on one it was 51% lower than the average, on 
another 45% lower than the average, and on the third 41%. 


js. 
eam happily: 


Evidently we have something that interests Macfadden readers some— 
what more intensely. Or stated another way, Macfadden readers 
provide us with an audience exceptionally responsive, 


Sincerely yours, 


THE ANDREW JERQENS COMPANY 


R.eroi. hI 


Advertising Vice President 


MACFADDEN WOMENS GROUP... 


The Women Folk of 
Industrial Workers 


% 
\E 


Five magazines, editorially akin, reaching a homogeneous group of 
young, married “Judy O’Gradys.” All five magazines offer enter- 
tainment and escape; but also, true to the Macfadden standard, all 


~ Cher ming ——" ' 
worth ® « Hand CaF help* hands 
nererte wee? ys He ing 


Wolly sort Mariori® 4 look five magazines provide inspirational, real-life lessons in simple, 


wily BerBe A sticky” . upright living. § The Group buy affords more circulation for adver- 


tising dollars . .. more working-class homes, homes not reached by 
other women's magazines. 


TRUE ROMANCES TRUE LOVE+> TRUE EXPERIENCES 
RADIO MIRROR + PHOTOPLAY 
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ADVERTISING AGE 


October 19, 194> 


Looming Shortages 
Hold Attention of 
Inland Meeting 


Scrap Drive Lauded 
by McClintock; Sees 
No U. S.-Paid Copy 


(Pictures on Page 47) 


Oct. 15.—Shortages of 
personnel, declines in advertising 
and looming material shortages 
occupied the attention of the Inland 
Daily Press Association, gathered 
here for its 58th annual meeting. 
The scrap drive, now winding up, 
was a focal point of interest. 

Louis A. Weil, Jr., business man- | 
ager of the Herald, Grand Rapids, 
Mich., told the group that while the 
average scrap collection had been 
49.4 pounds per capita, the territory 
covered by Inland’s 55 papers haa ' 
turned in scrap equivalent to 83 
pounds per capita, a gross of 78,000 
tons. 

One newspaper publisher, how- 
ever, arose to advocate the news- 
papers’ insisting that some govern- 


Chicago, 


mental 
accorded them for their “salvaging 
the salvage campaign.” Still smart- 
ing from the President’s thrusts at) 
“typewriter 
lisher insisted that an official acco- 
lade be bestowed upon the publish- 
ers to offset just such criticism. 
Around 
the editorial and advertising mate- 
rial with which the newspapers had 
sparked the salvage campaign. 
John W. 
publisher of the Argus, Rock Island, 
Ill., told the association that it must 
prepare 
roads into newspaper personnel. He 
urged the 
and over-draft age men, the adop- 
tion of short courses of journalism 


creasing emphasis on attempting to 
get draft deferments 


Highlight speeches of the meeting Mr. 
were given by Army and Navy men, 
and were principally “off the 
ord.” Virgil Pinkley, European man- 
ager for 
gathering news 
fronts, 
adequate preparation for transmis- 
sion and emphasizing the fact that 
difficulties with visas and transpor- 
tation now prevent foreign coverage isee a 
by assigning correspondents to dis- 


‘tant points where news is in the 
making. Trips that once took nine 
days now take 34, Mr. Pinkley said, 
illustrating the point that corre- 
|spondents must be stationed where 
news is likely to break, and not sent 
there post-haste after the news is 
already forming. 

Leon A. Link, mechanical con- 
sultant, newspaper section, printing 
and publishing branch, War Produc- 
tion Board, impressed the need of 
conservation of copper and zinc 
upon the association. He described 
the serious implications of the post- 
poned zinc order, which would 
limit the use of zinc in any quarter 
to 50 per cent of that used in the 
similar quarter of 1941, and stated 
that the newspaper branch hopes 
beginners, and an in-| for an amendment granting addi- 
tional amounts based on the amount 
of scrap zine turned in. 


recognition be officially 


strategists,” the pub- 


the walls were grouped 


Potter, editor and co- 


itself for still further in- 


employment of women 


break in 


Tells Foreign News Problems Sees Growing Shortages 


Link mentioned the labor 
shortage in pulp-producing areas of 
Canada (which supply around 75 to 
80 per cent of the newsprint used 
discussea|by American newspapers) and 

fighting | stated that when the transportation 
necessity of problem was added in, the news- 
print situation appeared likely to 
cause trouble. Asked about concen- 
tration, Mr. Link said he could fore- 
trend toward “essentiality.” 
He warned the group that informa- 


rec- 
United Press, 
from the 
mirroring the 


THE DETROIT FREE PRESS 
SINCE JANUARY ist 


NEW LOCAL 
RETAIL ADVERTISERS 
MOVE INTO 


Average Net Paid 
Circulation 
SEPTEMBER 

1942 


372,887 weekoars 
354,643 sunoars 


The Detroit Free Press 


Story, Brooks & Finley, Ine., Natl. Representatives 


HE astonishing circulation growth of The Detroit 
Free Press well illustrates the law of DEMAND 
which operates in ascending proportions when a better 


product is offered for sale. 


With more people in Detroit asking for The Free 
Press than ever before, more advertisers are seeking 
admittance to this new and continuously expanding 
market, now available through the increased coverage 


offered ... 


out of every five occupied homes in the Detroit trading 


a coverage embracing approximately three 


area. 


Detroit is today producing over $15,000,000 worth of 
war materials every day. It is the country’s “hot spot” 
market. In it, The Detroit Free Press offers better and 
lower cost facilities for sales making than has hereto- 


fore been available for advertisers. 


INLAND'S OFFICERS, DIRECTORS 


ef 
- 


Officers and directors of Inland Daily Press Association, named at the annua! 
meeting in Chicago last week, are (left to right, seated) A. C. Hudnutt, pub- 
lisher, Elyria Chronicle-Telegram, president for the 1943 term; John W. Potter 
editor and co-publisher, Rock Island Argus, chairman of the board; L. Mitchel! 


White, publisher, Daily Ledger, Mexico, 


Mo., vice-chairman of the board; Floyd 


J. Miller, general manager, Tribune, Royal Oak, Mich., new member and boasd 
secretary; F. Ward Just, business mana er, News-Sun, Waukesan, Ill., new board 


member; (standing) C. J. Hunt, general 


R. Rhodes, publisher, News, Newton, la. 


mana jer, News, Faribault, Minn.; James 
; Gardner J. Thomas, business manajer 


Chronicle and Leader-Tribune, Marion, Ind; and W. A. Bailey, editor and man 


ager, Kansas 


City Kansan. 


} 


tion “convinces us that there are | annual 


serious shortages in materials and 
this will become worse,” adding that 
proper conservation practices can 
alleviate the impact of these short- 
ages. 

Dr. Miller McClintock, director of 
the Advertising Council, told the 
Inland meeting that advertising’s 
job was the maintenance of com- 
munications channels and commer- 
cial activities, and that to get unity 
of action and to adjust the public 
to changed ways of life, advertising 
techniques were needed. 

Describes Campaign Pool 

He discussed the many campaigns 
now under consideration in coop- 
eration with the bureau of cam- 
paigns of the Office of War Infor- 
mation (ADVERTISING AGE, Oct. 12), 
and reported that campaigns now 
being readied may amount to 35 to 
40 million dollars, and that this is 
“only the beginning.” 

Dr. McClintock reiterated two 
Council principles: that the money, 


| copy and space-buying on a particu- 


lar campaign came not from the 
Council but from the company or 
companies underwriting the account 
and the agency involved; and that 
the trouble with the original salvage 


| drive was lack of follow-through at 


'the local 


level. He praised the 
newspapers’ action in “salvaging the 
salvage drive,” and asserted that 


Donald Nelson’s announcement let- | 
ter which formed the drive’s open- | 


ing gun received 67 per cent reader- 
ship—a topflight piece of copy from 
that angle. 
“No Chance” of Paid Copy 

In answer to a question about the 
chances of government-paid bond 
advertising, Dr. McClintock said 
there was “no chance at all.” He 


|mentioned that previous Treasury 


experience, formed when an $800,- 
000 fund was appropriated to sell 
“baby bonds,” had soured the gov- 
ernment department on paid adver- 
tising. That venture was wrecked 
on the shoals of political expediency, 
with politicians suddenly turning 
into space salesmen, determined to 
get their constituents some adver- 


| tising. 


jtreasurer of the 


Harry LePoidevin, secretary - 
Racine, Wis., led a 


wartime advertising. 


discussion on 
He revealed a 


series of Inland questionnaires, onc | 


'of which showed that 68 newspapers 


had contributed some $116,000 to 
war bond advertising, an average of 
17 full pages per paper. Another 
showed that 25 per cent of a repre- 
sentative group of papers had raised 


edvertising rates, with classified | 
rates leading the parade, none—| 
incidentally — reporting any diffi- 


culty in getting the advanced rate. 
In general, the surveys disclosed a 


local linage loss of from 7 to 11 per | 


cent, losses of 25 to 29 per cent 
in national, and losses and gains in 
classified, with losses outnumbering 
the gains. 


The association held its second 


Journal-Times, | 


contest for the best loc 
advertising campaigns, and Dona 
G. McLeod, president of Gamn 
Theta Phi, journalistic fraternity 
the University of Illinois, present: 
awards to the News, Ludingto 
Mich., for a campaign for the Abr: 
hamson-Nerheim Company; to tl 
Daily Sentinel, Grand Junctio: 
Colo., for a Public Service Compa: 
of Colorado campaign; a_ simil 
award to the same paper for 
Hy-Grade lotion campaign (these 
awards for cities under 15,000 cit, 
zone population); to the Chillicoth 
Ohioan for its bicycle races cam- 
paign, and to the Waukesha Dail), 
Freeman for a war bond and stam; 
campaign in the under 30,000 grou; 
Winners in the over 30,000 popula 
tion group were the Morning Star 
Rockford, Ill., which won first and 
third awards for Modern Rockford 
Stores and Owens, Inc., and the 
Rock Island Argus for a victory ga) 
den campaign. 

A. C. Hudnutt, publisher of the 
| Chronicle-Telegram, Elyria, O., \ 
elected president of the association; 
L. M. White, publisher of the 
Ledger, Mexico, Mo., vice-president; 
and John L. Meyer and W. F. Can- 
field, both of Chicago, were re- 
elected as secretary-treasurer and 


members’ service manager respec- 
tively. Two new directors were 
elected, Floyd J. Miller, general 


manager of the Tribune, Royal Oak, 
Mich., and F. Ward Just, business 
manager of the News-Sun, Wauke- 
gan, Ill. Mr. Potter, the retiring 
president of Inland, was reelected 
to the board for one year and wil! 
be chairman of the board in 1943 


Gets Paper Account 

A. P. W. Paper Company, Albany, 
has appointed Charles W. Hoyt 
Company, New York, to direct ad- 
vertising for A. P. W. Onliwon and 
Red Cross tissue and towels. 


DISPLAY’ 


Now Helping Sel! the 
Axis on the Ideo ‘hat 
“Crime Doesn't Pay” 


The materials formerly 

Union Steel Displays» *# 
going into war material's e'F 
ing display to the ene : 
futility of world conque 
assured, when Victory’ s w 
materials will again go 
displays you know so w« 
with improved design an 
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October 19, 1942 ADVERTISING AGE 


Highest jor the month 


figures in its history ... twentieth and 


twenty-first months of an unbroken rise 


in circulation... evidence this magazine 
is meeting the minds and the mood of 
more worth-while Americans than ever 
before . . . succeeding in greater service, 
and growing in influence with the people 
who have the greatest’ stake in this 
country, and the largest potential for any Rain 
advertiser... Now running 500,000 ahead é lle 
of its circulation rate basis—and a buy 

on any basis—a major medium for these nm, 7 


times. Investigate—today! 


ce ls 


the American Magazine 


IN THE SERVICE OF THE NATION a i 


The Crowell-Collier Publishing Co., 250 Park Ave... New York City ... 720 Statler Office Building, Boston 


General Motors Bldg.. Detroit... 333 North Michigan Ave., Chicago. ..235 Montgomery St., San Francisco z pad Le 
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October 19, 1942 


ABC Talks War 
Restrictions and 
Conservation 


Sweet Named Director, 
Replacing Morrow; 
Thomson Reelected 


Chicago, Oct. 15.—The twenty- 
ninth annual meeting of the Audit 
Bureau of Circulations, held here 
today, was streamlined to war con- 
ditions, with all sessions held today 
and with a minimum of oratory and 
discussion. The principal topic of 
informal discussions was the possi- 
bility of restrictions on publications 


through paper rationing and short-. 


ages of gasoline and tires, and 
favorable comments were made by 
President P. L. Thomson, in his 
annual address, regarding proposed 
reductions of newsstand returns and 
other conservation measures. (Story 
on Page 13.) 

Mr. Thomson was reelected presi- 
dent of the bureau for the fifteenth 
time by the board of directors fol- 
lowing the conclusion of the genera]! 
session this afternoon. 


cers reelected with him were H. H. 
Kynett, Aitkin - Kynett Company, 
Philadelphia, first vice-president; 
Ralph Starr Butler, General Foods 
Corporation, New York, second 


vice-president; Fred Bohen, Mere- | 


dith Publishing Company, Des 
Moines, third vice-president; G. R. 


Schaeffer, Marshall Field & Co., 
Chicago, secretary; and E. Ross 
Gamble, Leo Burnett Company, 


Chicago, treasurer. 


Marco Morrow Retires 


All directors whose terms ex- 
pired were reelected, with one 
exception. Marco Morrow, Capper | 


Publications, Topeka, Kan., who has 
served as a director representing 
the farm paper division for 23 
years, retired, in line with his deci- 
sion to give up active business, re- 
taining only his place on the board 
of directors of the Capper enter- 
prises. Because of his long and 
colorful service to the bureau, the 
board of directors presented him 
with a beautifully illuminated scroll 
carrying the following resolution, 
which was also adopted by the con- 
vention today: 

“The board 


| with regret the retirement of Direc- 
|/tor Marco Morrow after 23 years of 


Other offi- | 


faithful service. As a director rep- 
resenting the farm paper division 
since 1919, Mr. Morrow has given 
unsparingly of his time in advanc- 


ing the work of the Audit Bureau | 
of Circulations in the development 
of the mutual interests of publisher | 
and advertiser. His contributions | 
to the financial stability of the bu- | 
reau in general, and the develop- 
ment of the dues structure in par- 
ticular, have been outstanding. 
“His energy has been unflagging; | 
his experience and judgment most, 
constructive; his tact and unfailing 
good temper have been valuable in| 


‘the solution of difficult problems. As | 


philosopher, poet, sage and genial | 
friend, he has won the admiration 
and affection of his fellow directors. | 

“Into his well-earned retirement 
from active business he carries the 
good wishes of his fellow directors | 
and the managing officers of the | 
bureau, who feel that this expres- | 


sion of appreciation reflects the sen- 


timents of the entire membership of 
the Audit Bureau of Circulations.” | 


Sweet Named Director 


Charles E. Sweet, of Capper Pub- | 
lications, was elected a director to | 
succeed Mr. Morrow. Directors who | 


_were reelected were as follows: 


VICKLAX GETS FIRST PROMOTION _ 


QM! 


VICKLAX 


The Modern Cocoa Flavored Laxative for Children 
Perfected by the Makers of Vicks VapoRub 


Mothers Weome Measured Dove 


taking a laxative They ll 
¢ 2 swell chocolate drink 


Y VESTED: VICKLAX has been care- 
ults charted under the direction of @ 


tan showed the VICKLAX recom you avoid harmful overdosing 
olds — 


NOTE TO THOUGHTFUL MOTHERS : 
: ot ius aaa 


be 


Vick Chemical Co. launched the first test advertising for its new Vicklax, laxative 

made especially for children, in the LaCrosse Tribune last week. Marketing >! 

the product represents another step in the long-range product development plan 
instituted by the company. 


of directors records | 


Advertisers: Ralph Starr Butler, | 


General Foods Corporation, New | Richards, Sears, Roebuck & Co... 
York; William A. Hart, E. I. duPont Chicago; H. H. Rimmer, Canadian 
'de Nemours & Co., Wilmington, | General Electric Company, Toronto, 


Del.; W. S. McLean, Fisher Body 'and Carleton Healy, Hiram Walker, 
Division, General Motors Corpora- Inc., Detroit. 


ition, Detroit; Stuart Peabody, the Agencies: E. Ross Gamble, Leo | 
_Borden Company, New York; D. D.! Burnett Company, Chicago. 


....With an Honorable Service Record of 64 Years 
and Citations for Distinguished Service 3"... e758". 


influence in formation of FHA, 


come growing sales resistance. 


1941, its 
“What 


: rice H om 
issues, Price Houses”. 


from readers and advertisers alike. 


conditions of all kinds. shows that 


culation (like other 


expands. 


{merican Builder is a veteran of three wars, with an 
unmatched record among building publications of 614 
years of continuous and successful service to the indus- 
iry. During these years American Builder has been cited 
for distinguished service to the trade, because of its in 
fluential and effective editorial campaigns. It frequently 
serves as spokesman for the building industry. Some of 
its notable contributions include the now-famous Febru- 
ary 1934 “Re-Employment”™ issue, which was an important 
Again in 1937 its “More 
House for the Money” campaign provided inspirational 


Effective supplementary 
relations work helped revive lagging building. In April 


together with other edi- 
torial features, again won expressions of appreciation 


Experience over a long period of years. under business 


representative 
fluctuates with changing conditions. 
In time of depression or war it shrinks. Yet 


That is American Builder's permanent circulation. Only 
a publication like Amvrican Builder that has experienced 


American Builder cir- 


{merican 


The 


and wants. 


and educational material that helped building men over- 


“Low Cost of Good Construction” and in later 


paid cireulations) 


In boom times it 


there remains a minimum below which it does not fall. 


and survived depressions, booms and wars can aequire 


business successful manufacturing enterprises are 


manufacturer who 
relations through 


audience with the stability and buying power he needs 


WORLD’S GREATEST BUILDING PAPER 


AMERICAN 
sonata BUILDER totale Od 


A Simmons-Boardman Publication 


CHICAGO, ILLINOIS 
105 W. Adams Street 


Magazines: Fred Stone, Parents’ 
Magazine, New York. | 
Newspapers: W. J. J. Butler,)| 
Toronto Globe and Mail; Buell W. | 
Hudson, Call, Woonsocket, R. L;) 
Horace Powell, Atlanta Journal. 

Business papers: Mason Britton, 
McGraw-Hill Publishing Company, | 
New York. 

William Reydel, chairman of the | 
board of the American Association 
of Advertising Agencies, and part- 
ner, Newell-Emmett Company, New | 
York, spoke at the general session 
this afternoon, emphasizing the val- 
uable service which has been ren- 
dered in the war effort through the 
facilities of organized advertising, | 
and outlining the policies and 
activities of the Advertising Coun- 
cil, of which he is a member. He| 
'analyzed the work of advertising 
on the three fronts of service to the 
government, to consumers and to 
industry. 

Advertising is aiding the govern- 
ment, he said, by maintaining and 
supporting civilian staying power. 

“It is in this area that advertising 
finds its place to serve,” he said. 
“Its power is informative and per- 
suasive. It deals with the practical 
every-day problems of average peo- 
ple, the producing, conserving, tax- 
paying, charity-giving, 


win ultimately determines the out- 
come of war. 

“And into the lives and minds of 
these tens of millions of civilians, 
advertising penetrates with a far- 
reaching impact. There is no other 
channel of public influence or infor- 

which can be brought to 


\titive force. It can be directed to 
ithe right spot at the right time 
and with a continuity of impression 
| which induces action.” 


“aged-in-the-wood.” permanent readership of this type. 
Builder 
among responsible and substantial representatives of the 
building industry 


es oad Speeds Consumer Acceptance 
maintains 


permanent — readership 

Advertising has _ likewise’ im- 
| proved its position with consumers 
through the work of the Committee 
on Consumer Relations in Advertis- 
ing, Mr. Reydel said. He described 
work as a factual presentation 
of the true functions of advertising. 

“There was no thought of defend- 
ing it, or of justifying it one- 
sidedly.” he continued. “The idea 
was to get the facts, scientifically 
obtained, and then disseminate 
them without bias. Today the 


the kind of customers around whose 
built. 


maintains wartime customer 


imerican Builder advertising has an | its 


|eerns devoted to war work are i: 


| became the responsibility of adver- 


sacrificing | 
army of volunteers, whose will to! 


committee commands the confiden:« 
of key minds in the government, 
consumer groups and in education: ! 
circles. They look to the committ 
for facts about advertising. An 
they get them.” 

Mr. Reydel explained the reaso: 
back of industry’s advertising | 
maintain trade names and deals 
organizations during a time whe) 
consumers cannot be supplied. 


Dangers Are Cited 


“With brands 
branded goods 


discontinued and 
unavailable, con 


grave danger of seriously impairin; 
one of the most valuable assets the, 
have,” he said. “Brands would 
soon fade out of the public mind 
Millions invested in building con- | 
sumer preference might be washed 
out by the time the war ends, to 
say nothing of the dislocated trade 
relations that must be reestab- 
lished. To keep these assets alive 


tising.” 

An informal meeting of news- 
paper circulation managers follow- 
ing the newspaper divisional 
meeting was devoted largely to a 
discussion of the gasoline and tire 
rationing situation, as well as the 
possibility of eliminating news- 
stand returns. The Toronto Star 
reported that the latter policy has 
been in successful operation in its 
circulation department for 20 years, 
while St. Louis newspapers 
that they have successfully adopted 
the idea in recent months. 


lilt TEE 


said 


J. K. Churchill Becomes 
New CBS Research Head 


John K. Church- 
ill has been ap- 
pointed §§ directo! 
of research by 
Columbia Broad- 
casting System, 
succeeding Dr 
Frank Stanton 
who was mad: 

CBS vice - pre 

dent on Sept. : 


<3 ' Mr. Church! 
‘\ A Po has been wit! 
be Columbia © sinc 


1932 and 

chief statistician 
until his ap} t- 
ment as research director. No - 
cessor to the post of chief sta! 
cian has been named as yet 


John K. Churchill 


Freund Named Agency 


Morton Freund has 
agency for Naitove 
ration, New 
bankers. 


been 1! 
Factors ( 
York, comn 


“Ask vour 


o 
wo 
~” 


NEW YORK, N. Y. 
30 Church Street 


KDAL 


1000 watts - 610 KC 
DULUTH 
& PETERS, INC. 


National Representatives 
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St. Louis Post-Dispatch 


What paper d’ya read ? 


Newspapers used to have some variety. 
Republican or Democratic, conservative or 
sensational, sketchy or comprehensive— you 
paid your money and took your choice. 

Today, all the newspapers are alike—in 
content. Most of the headlines menace. Most 
of the news, if you analyze it, isn’t good. 

In one newspaper, we learn that we'll be 
damned if we don’t do something. In 
another we'll be damned if we do. The 
present is dark. The future is too horrible. 

It’s a wonder the ordinary reader doesn't 
jump out the nearest window, or turn on 
the gas. But people are funny! Faced with 
such a disastrous dilemma, what does the 
ordinary reader do?...He turns to the comics. 

That’s one part of the paper where the 
news is always good; where there isn’t any 
doubt about things happening for the best. 
Some days, the comics are the only part of 
the paper that makes sense! 


Doesn't it make sense to put your 
advertising in with the good news? In the 
Sunday comics sections, for instance? 


The prospect isn’t likely to be worried 
or distressed when reading Sunday comics. 
Catching him in the right mood, advertising 
gets a better break. 

Advertising in the Sunday comics gets 
certain reception; most people read the 
comics every Sunday. The habit is deep 
rooted, and a whole family habit. 

In Metropolitan Group comics, yourcopy 
gets the best break. These sections have the 
best comics,of the highest proven popularity 
and largest following. The 24 newspapers 
have the largest circulation—12,000,000! 
Among the best people, in the best markets 
in the U.S. Coverage enough to get action 
in more places than any other medium—or 
any list of media! 

The space unit is big enough to swing 
an advertising cat, or a flock of kittens. 
There’s color, which doesn’t lessen any ad’s 
appeal. And because the package is Lig, the 
cost is low... This Group's comics represent 
the best medium opportunity in advertising 
today ... Got any ideas? So have we.. 
Call any office. 


Metropolitan Group 


Baltimore Sun ¢ Boston Globe « Boston Herald * Buffalo Courier-Express © Chicago Tribune ¢ Cleveland Plain Dealer 
Des Moines Register ¢ Detroit News * Detroit Free Press * Milwaukee Journal * Minneapolis Tribune & Star Journal « New York News 
New York Herald Tribune * Philadelphia Inquirer * Pittsburgh Press ¢ Providence Journal * Rochester Democrat & Chronicle ¢ St. Louis Globe-Democrat 
St. Paul Pioneer Press © Springfield Union & Republican © Syracuse Post-Standard © Washington Star « Washington Post 


220 East 42d St., New York ¢ Tribune Tower, Chicago « New Center Bldg., Detroit « 155 Montgomery St., San Francisco 
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. which was in many respects com-|through the summer after the | Lawrence sectors of Canada and the | pared with a 1936-40 average of 9 3 
Cut in Paper petitive with his own. \“phony paper shortage” scares of| United States, where lumberjacks| million, an increase of more than 
Arthur G. Wakeman, deputy | 1941. have been drawn from the forests |60 per cent this year, with 1943 ry 
e chief under Mr. Winton, has been But a variety of latent forces—/to the armed forces and the ship- | quirements far greater. 
Pr d f | named permanent chief of the|shortages of manpower, transporta-| yards. So serious is the problem in | And trained lumbermen 
0 uC ion .) branch. He served as operating|tion, and power—coupled with a| British Columbia that Canada has | Simply not available to get the tre. 
manager of the Fox River Paper|host of new demands—have struck stopped shipping pulpwood and | from the forests. Flat cars are ; 
) d | if b| Corporation, Appleton, Wis., before | home. |jumber across the border into Wash- | #Vailable to move out the wood. 

: TD ars . ¢ i 
eeme nevi a e joining WPB in March. Manpower Crisis Strikes py pe Prego rest not only gy par Rosgrsig gt 
Washington, D. C., Oct. 15.—A 10 Offers No Explanation Publishing and advertising men/|in manpower artane, but in the | of electric power needed to ma 

per cent cut in paper production Mr. Winton, one of WPB’s most |received first official notice of the! iron and steel shortage that few be- | P@Per- 
affecting all branches of printing level-headed branch chiefs, offered | problems facing their principal/lieved possible before Pearl Har- Used as Substitute 
and publishing as well as the man- no public explanation for his resig- | source of material supply last month} bor. Substitution of timbers and : . 
ufacture of a multitude of paper nation, but observers linked it with | when E. W. Palmer, deputy chief of | planks for steel in subchasers, mine- | Shortages of iron and steel, n 
products—appeared inevitable this delay by his superiors in effecting|the WPB printing and publishing | sweepers and torpedo boats; substi- ferrous metals, and plastics have 
week as members of the pulp and the production cuts which he had| branch, predicted the necessity for|tution of plywood and veneer for contributed to the pulp and pa} 
paper advisory committees met with planned to place into operation this|reducing paper consumption to) light metals in aircraft; and substi- crisis. Paper = now replacing lun - 
the War Production Board to estab- week. Representatives of various | 1939-40 levels. (ADVERTISING AGE,| tution of wood for metals and plas- ber and steel ” packaging, See 
lish a fair formula for curtailment. publishing and paper fields sought | Sept. 21). tics in cooperage and water trans- hangers and in dustpans. ‘ It 
The industry leaders met here postponement of the action until Graphic evidence of the crisis | port have all contributed to boosting pinch-hitting for fur and wool ‘ 
yesterday and today with David J. they were convinced that curtail-|that is pressing on the publishing | 1942 lumber requirements to 39 bil- clothing; for silk in drapes; for 
Winton, Minneapolis lumberman, ment is necessary in an industry | industry—pulp production—is to be}lion board feet, compared with a manila and sisal fiber om estar d . 
who had guided WPB’s pulp and which has been operating far below | seen in the creeping black spots of | 1936-40 average of 25 billion board | twine, and for cotton in bandag 
paper policies through the shift-| capacity for most of the year.|manpower shortages on the maps| feet. Wood pulp that normally would : 
ing fortunes of 1942, only to resign To many people in the paper,| which are supplied to WPB officials Pulpwood requirements for 1942 into paper production - being be oi 
suddenly yesterday when faced with printing, and publishing industries| by the War Manpower Commission.|for paper, for containers, for plas- trated to make explosiv — to ma‘e 
the responsibility of enforcing a curtailment seems fantastic in the | Most acute are the manpower short- | tics, and rayon explosives have been rayon that will replace silk. . 
horizontal limitation on a_ field light of surpluses that have piled up|ages in the Puget Sound and St.| estimated at 15 million cords, com- | Somewhere civilian consumption, 
whether by the general public or | y 
the printing and publishing indu - 
tries, must yield to war demands. 
That this can be done without 
|hardship has been Mr. Winton s 
|contention. He has pointed out th : 
e American use of paper has sk)- 
rocketed from six million tons 
1tt - | ] an '1918 to an estimated 17.9 milli 
eee tons in 1941. Other sources hay; 
estimated American per capita con- 
!sumption for 1942 at 300 lbs., com- 
b I] b . d. pared with 65 lbs. for the same ye 
L Ap ~ > ) in Great Britain 
Ve COME a usier a) Voluntary Conservation Urged 
Mr. Palmer has urged voluntar, 
conservation measures on printer 
publishers and advertisers, confident 
that a return to 1939 levels will b« 
possible without rationing of con- 
sumption. His suggestions have i: . 
cluded smaller type faces, reduced 
margins, reduced returns, lighte: 
weights of paper, fewer bleed-type | 
illustrations — literally conservation | 
of “every pica of blank space on th: 
page.” 
Other suggestions have included 
campaign to urge paper cotserva- | 
tion on the public. Such simple 
measures as writing on both sides of 4 
the sheet, using less gift-wrappin: ia 
eh paper, fewer shopping bags, fews 
disposable tissues and towels, hav: 
been mentioned. 
Such measures, easily understood 
by a consumer public that is alread) 
face-to-face with tire rationing 
should ease the pressure on esse! 
tial printing and publishing, it 
held 
Clark Now Office Mar. 
In reporting the promotion 
Harold W. Clark to manager of Bu- 
chanan Co’s Los Angeles office, Ap- 
VERTISING AGE incorrectly said that 
Mr. Clark had been in charge of 
several Buchanan accounts. Mr 
Clark had in fact been in charge of 
copy on the accounts for which Fred 
M. Jordan, vice-president, is 
count executive. 
Prince & Co. Shifts Office 
The New York office of Prince & 
- ° - ‘ ‘ ‘. ptr agency as » ed 
Some fine day, lad, the booming of the big guns will your car on the schoolroom radio. pg Pyar ne gag — 
be stopped . . . the chilling screech of falling bombs Yes, American Radio is helping make you ready for | 7 
silenced. Forever, we hope. the future, too. In Michigan, for example, more | 
Then will come jour day. Not an easy one, either. than fifty educational programs, specially produced 
It’s going to be up to you to keep the wheels of by Radio Station WJR, are picked up every month 
business and industry turning. You'll have to for classroom listening. It’s being done for you, lad 
create, buy, sell things never dreamed of before. ... to fit vou for that busier day. 
You'll have to live in and rw a brand-new world. 
It will take more than willing hands and big 
muscles ...lots more “above the ears” than most 
folks ever needed. That’s why, right now, it’s eae 
« c . 
time to keep your eve on the blackboard and Take a Tip 
_ Schedule Troy! 
Check Troy for all) major “ 
York State market schedule-. ie \ 
Record Newspapers, sole da . | 
Sei . —— reach 9 out of 10 City Zone he oe ’ 
A 7 ae. wae (1940 pop. 115.264). 
Tus THE TROY RECO? | 
RrOORD 
verre THE TIMES RECO? \ 
BASIC STATION COLUMBIA BROADCASTING S$SvVstem Edword Petry & Company, inc. pe ae ten ae 
G. A. Richards, President... leo J. Fitzpatrick, Vice President and General Manager National Representative All Advertising D 
| — 
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| That's now one important women 
4 describes FAS ONS OF THE TIME 
4 re-echo s from industry 4 ad? 
The first {ashion show & 
designed by Virgina Pope, 


with intelligence an 
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1932 


TEN-YEAR RECORD 


Department Store Advertising Linage 


FIRST 9 MONTHS~—1932-1942 


1942 


3,073,311 


2,980,625 


2,173,641 


761,580 


1\MES 


3,059,595 


1,643,779 


1,441,497 
1,343,239 


NOTE: Evening American and Herald and Examiner merged in 1939. 1932 volume for Herald-American 
composed of linage printed by Evening American and Sunday Herald and Examiner. 


CHICAGO 
TRIBUNE 


94.4% 


PERCENTAGES OF WANT ADVERTISING 
LINAGE PLACED IN CHICAGO 
NEWSPAPERS 


First 9 Months of 1942 


@ No other kind of adver- 
tising is called upon day 
after day to prove a me- 
dium’s worth to so many 
different firms and individ- 
vals as is want advertising. 
The Tribune's mounting 
leadership in classified pro- 
vides another significant in- 
dex of productivity which 
may be studied with profit 
by merchants and manu- 
facturers. 

Spending their money for 
direct, immediate results, 
want ad users during the 
first nine months of 1942 


MORE WANT ADVERTISING LINAGE THAN ALL OTHER CHICAGO 
NEWSPAPERS COMBINED/ 


placed inthe Tribune 54.4% 
of the total want advertis- 
ing linage appearing in Chi- 
cago newspapers. 

This was more than three 
times asmuch as they placed 
in any other Chicago news- 
paper—and more than they 
placed in all other Chicago 
newspapers combined. 

They increased the Trib- 
une’s lead over the next 
Chicago newspaper from 
149% in the first nine 
months of 1941 to a lead 
of 243% in the similar pe- 
riod this year. 
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56 to MOKE 


DEPARTMENT STORE 


ADVERTISING LINAGE 
THE LAKGEST LEAD 


IN HISTORY / 


During the first nine months of 1942, the Chicago Tribune's lead 
in department store advertising linage over the Chicago news- 
paper second in volume amounted to 86.1% —the largest lead 
for any similar period in history. 

Thus the merchants who have daily opportunity to observe 
firsthand how Chicago reads and responds are testifying that 
the newspaper which more people read and want produces the 
best returns for advertisers. 


* * * 


meee this picture. Department stores during the first 
nine months of 1942 placed in the Tribune 3,059,595 
lines of advertising. This was 1,415,816 more lines, or 86.1% 
more, than they placed in the Herald-American, which was 
second in department store volume, and 1,618,098 more 
lines, or 112.3% more, than they placed in the News. 


Contrast this 1942 record with the situation during the first 
nine months of 1932, when the News, then first in volume, 


a a 


Me Chicago Tribune 


led the Tribune by 492,686 lines, or 19.1%. Moreover, in the 
1932-1942 period, the Tribune gained 478,970 lines of 
department store advertising, or 18.6%, while the News 
sustained a loss of 1,631,814 lines, or 53.1%. 

Here is timely evidence to consider if you want to make sure 
of getting the most from your advertising funds in the Chicago 
market. Further emphasizing that the Tribune is your primary 
medium is the fact that during the first nine months of 1942 
department stores placed in the Tribune more of their adver- 
tising budgets than they placed in all other Chicago news- 
papers combined. 

With over 1,000,000 total net paid, daily and Sunday, the 
Tribune delivers hundreds of thousands more circulation than 
other Chicago newspapers. It is the one medium which delivers 
the breadth and penetration of circulation you need in order 
to get your full share of Chicago's stepped up buying. 

To achieve your aims in the Chicago market with greatest 
effectiveness and economy, build your program around the 
Tribune. Rates per 100,000 circulation are among America’s 
lowest. 


WORLD’S GREATEST NEWSPAPER 


OVER 1,000,000-SUNDAY, 


—s 
Ps 
pe rs 


OVER 1,200,000 


| ee eee Ae eR Wisc © AY ao Ae et a ot mee ey iy iaeae St i aca a5” we prea 7 ie : 
N oe 4 wh. _ ~ . * ‘ * mie a6 ya é n x me pode : eel Ag re oe 3 : 
j re Be ies 
ee é 
oa se 
+ ae oe 
> 
et 
nae 
> eet ; 
EG es ee 4 ae 
ae ae a 
a fi ie Pg : 
J 
* P Re “ “i 
= rm 
ee | , | 
| Ss 
| wil: 
— 
, oe) et ® 
hoe 4 
d eae je 
| 2 es F 
i - an 
2 i 5 i ae es 
; q ae . 
4 = fie. " dei 7 
. a — 
ar? on 
. ow ae 
i Pee ‘- 
Ba 2 brah: - ‘ mh 
. ind ae oe 
es oa beg 
a. = a 4 aa 
26 t; =s 
7 « ‘ = 
of d ae eee ee 
4 : : : z= 
og | 
] ee ee 
Bs = 2 
a iS ee 
e — 
. ; Pan 
a ° 
2B - i 
“ : i ae 
i oe "g = 
eo Pee 4 : 
Bs Bee Y aa 
<a ae \ 
a. 
¥ Z a 
eo 
Ree tS 
2 
ee 
~*~, es tall 
pete: 7 
“ = - . 
fa WCTORY  Tngi . 
SS % i Wat y 
4 5 BUY = Nana 4 
. cecree | os q 
| aes 
B i WAR + d 
cea SERVING | fh ded NDS . i = 
FOR 95 YEARS ld STAMPS 
Git e F 
fen ; 
s ; oe 
‘ ] 7 % 
Za, ; 
, ares wis ie ibe uh «9 ys f : . j j ee elie - : 
3 hate 5 a r a = Bias, ail ee! . 5 ms he E . ete Be y ‘4 eS & ‘ > wes ‘=r ee in - f , a. aes ae ‘. : : tae, aft nai. kn one ‘ 2 | 
PCG ie en ae : ares eCk At a Wigan a 7 f oo oo ee ey g : as a ae See Be ape © er ees WO" yk ee hel a , 
So, Fae 1p age Op Si Set ee ‘ eee ee, ate ie Boa’ 2): nutes & pe > ee ae 8 Bie pe we ee tee 
i, Ge ee ys es ee ae Seale Peds ee ie Fee ae ae = in 4 he pele Nigh haat g gi gts Aes Sets ese ag © vee ee bs ee 2 me 3 
a <i a rs oe a em 7 a 3 eS i. up oe (ee ed Se Cf, - A ? 


<a 
eaaene? 


12 ADVERTISING AGE October 19, 1942 
CUSTOMER RELATIONS, 1942 STYLE I £ ° 
A | ti : A ntormation 
veruising ge for 
THE NATIONAL NEWSPAPER OF ADVERTISING ° 
Trade Mark Registered in U. S. Patent Office Advertisers 

Entire Contents Copyright, 1942, by Advertising Publications, Inc. 

ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. ; 

————_ - ~~ —- The following documents may ¢ 
Publication Office, 100 E. Ohio St., Chicazo ...Tel. Del. 1337 secured without charge from co) \-. 
New York Office, 330 W. 42nd St. — Tel. BRyant 9-6432 panies sponsoring them, or throw <h 
Washington Editorial Office, 1226 National Press Bldg... .. Tel. REpublic 7659 ADVERTISING AGE, by any natio: 4] 

G. D. CRAIN, JR., President and Publisher ee ns oo an ae —s 
S. R. BERNSTEIN, Vice-President. (O. a BRUNS, Vice-President. E. KEBBY, Secretary lettachend. 
Editorial Department 4 ; 
S. R. BERNSTEIN, Editor; IRWIN ROBINSON, Executive Editor; HAL BURNETT, No. 2059. Memphis: The City, 
Washington Editor; JOHN B. MILLER, Managing Editor; MURRAY E. CRAIN, Markets and Its Newspaper 
FRANK HICKS, RALPH O. McGRAW, E. C. HALL, RAYMOND H. STOKES and |, Memphis Publishing Comp 
JOHN CRICHTON, Associate Editors has issued this new analysis of e 
Correspondents in All Principal Cities | Memphis market, which is fil 
a ssecniaiinsiaeaibaintiaithaiaanaiasipe amma with facts about the growth i 
Advertising Department business activity of the city and 
Charles B. Groomes, Advertising Director trade area. Tables show wholes |e 
NEW YORK: E. F. Thayer, Eastern Advertising Manager; Carl Doty, Eric Tomsett. and retail sales, a list of the impr r- 
CHICAGO: O. L. Bruns, Western Advertising Manager; J. F. Johnson. SAN FRAN- tant wholesale , and retail outl< is, 
CISCO: Simpson-Reilly, Ltd., Russ Bldg., Max Hunter, Manager. LOS ANGELES: | and _ gfe = wh h 
Simpron-Rily, Ud, Gaal Bldg WalrS. Rail, Manager Pong Sy ment Be yi 
MEMBER | the Press-Scimitar. 
Audit Bureau of Circulations, Associated Business Papers, Inc., National Publishers i : 
Association, Advertising Federation of America — 2008. Advertising i @ War 
Boe ice 0 conomy. 
Vol. 13, No. 42 October 19, 1942 10 Cents a Copy, $2 a Year This brochure, issued by Hes « 
is ae ie aw ams ‘tens sccurtoaiieg Newspapers, reports what leaders »f 
5 ° business and government have s: 4 
What Ss Happening to about maintenance of advertising n 
° ° ‘ wartime, lists some _ outstand):g 
Distribution? companies and associations whi.) 
Mamaidisive tinned have used institutional copy, 1 
One of the big question marks in in the country, whose dealers might shows examples of their adverti-- 
today’s marketing picture is the| be expected to suffer severely unde: "| forgot my sugar ration card, so just clip one of my gas coupons!" ing. Under the section head 
fate of hundreds of thousands of} present conditions, asserts that not “Where should we_ advertise 
retailers who have performed an/ more than a 10 per cent reduction e ° there is a map of the country show- 
important function in supplying the|in the number of its retail distribu- A d a l 1 b b ] al g mpd leading industrial areas = gave 
nation’s consumers, Wayne Chat-|tors is expected. It plans to help portion to war contracts. 
‘field Taylor, Under - Secretary of| worthwhile merchants to stay in No. 1989. Reader Responses and 
Commerce, told the Senate’s small| business. And we recently heard Reserved for Hot Stuff Despite denials, the Pres- Reactions and Their Relation to 
business committee that 300,000 of| from an old friend in the lumbe1 Our cousin Willie, the first white ident ‘s trip is Sancomes to Advertising. 
them are expected to go out of busi-|and building materials field who child west of the Hudson to pay have been political. The American Magazine has is- 
ness in 1943. Continued shrinkage|told of his success in adding new 15 per cent agency commission on ‘This is a fact: only po- sued this report on the findings of a 
in the volume of available goods,| lines and in developing increased his layette, says he’s getting pretty| litical conference FDR had psychological study of its readers’ 


especially in such lines as automo- 
tive products, electrical appliances, 
office equipment, building materiais 
and equipment, etc., will necessarily 
affect the mortality rate. 

The American 
usual resistance to adverse circum- 
stances, however, and it may be that 
he will be kill off than 
many people There 
always a large number of small and 


merchant has un- 


harder to 
suspect. are 
poorly financed stores, representing 
the fringe of distribution, which 
have short lives and account for the 
bulk of the turnover among retail- 
ers. But among establishments 
which have served a useful purpose 
over a long period, and have the 
capital and 
ence which are always essential to 


merchandising experi- | 


success, we may see sturdy resist- 


ance to liquidation, regardless of the 


technical factors which may point 
to their early demise. 
For example, one of the largest 


manufacturers of building materials 


volume through aggressive promo- 
tion. 

There has been talk in Washing- 
ton about 
retail stores as a means of increas- 
ing available manpower for 
production. This may be a 
bility, but it is one which should not 
be resorted to last 
extremity. Economic pressures will 
take care of weaker establishments, 


forced consolidations of 
wal 


possl- 


except as a 


and forced liquidation is the sort of 
thing foreign to 
thinking that it would be resisted 
by many as a matter of principle. 
As long as the ingenuity and mer- 
chandising skill of a retail merchant 
enable him to survive, he is entitled 
to an extension of his business life. 


which is so our 


Manufacturers are properly con- 
cerned over the fate of their retail- 


ers, and are doing more than sit 
back and let them sink or swim 
| without assistance. Only a little 


foresight is needed to justify a gen- 


; 
|erous policy of retailer cooperation. 


Why Sentiment Improves 


There has been a noticeable im- 


national sentiment 
attitude of 
the 


enterprise. 


provement in 
the 

the 

individual 


business 
future of 
Even the 
stock market, which used to be con- 


and in 


toward war and 


sidered an accurate barometer, 


perked up and is not only showing 


has | 


plus signs for most securities, but 
increased turnover sufficient to re-| 
vive the drooping spirits of invest- 


ment houses. Advertising volume 
is increasing, and there is every 
evidence in current reports that 
planning for the future is being 


done in a_ spirit of courage and 
optimism 
All of the face of the 


heaviest tax program in the history 


this is in 


of the country, and with the assur- 


ance that personal and corporate 
incomes are down not only for the 
duration, but for a long time to 
come. Difficulties in the manage- 


have 
complex 


ment of busines multiplied, 
problems of 
till to 


production is 


with many 


materials, labor and 


be solved 


prices 


? 
But wat 


up, from the fighting fronts 
is more cheerful, and the spirit of 
the 


point where there is no longer any 


news 


the people has been raised to 


question of our national morale. 
The United States 


win 


is determined to 


the war, and our citizens 
prepared for 
will hasten that result. 

It is less than a year since Pear] 
Harbor, and when we consider the 
magnitude of the 
have undertaken, as 
extent of the 


which war demands, it is 


are 


any program which 


which we 
well as the 
personal 


task 


sacrifices 


not to be 


wondered at that our progress at 
times has seemed slow and uncer- 
tain. But progress has been made. 


Business and industry are playing 


a vital role in winning the war. It 


is the realization that our efforts 
have been successfully organized for 
victory that has given the Ameri- 


can people the uplift of 


victorious 


spirit so 
necessary to 
of the conflict 
to business 


prosecution 
No greater stimulus 
enterprise could be 


magined or desired 


| underlined. 


having to change the focus 
on his bifocals in order to read the 
hot inside stuff in the magazines 
these days. 

“Lf the Omnipotent Magazine dis- 


sick of 


covers, along with everyone else} 
who knows a fellow who knows a 
man who just came back from a 


two-hour trip to Washington, that 
Donald Nelson is going to eat a 
ham sandwich for lunch come Tues- 
day, it can’t say so in the customary 
8 pt. Modern on 9,’ bemoans Cousin 
Willie. “Instead, it’s got to set thx 
stuff in the accepted typographical 
version of inside stuff, like this: 


Don ‘t be surprised if next 
Tuesday 's afternoon papers 
reveal the fact that WPB 
headman Nelson ate a ham 
sandwich--on rye--for lunch 
that day. 

“So, now, every time I open a 


magazine and get set to do some 
serious reading, my eyes are thrown 
out of focus by a lot of awkward | 
typewriter type spilled around, usu- | 
ally on a tinted page and usually | 
with four out of every five words | 
And these “Inside the | 
Inside” letters insidey that 
they get me all upset, especially 
When I read three or four running 
and find that none of them agree 
with each other I go through a 
siege like this: 


are so 


Better start training 
Six -year-old daughter to 
take over the punch-press 
job. Latest dope from Wash 
ington Bigwigs is that we‘ll 
have an army of 53,000,000 


that 


men within three weeks. *** 
Inspired statements about 
manpower shortages should be 
taken with a grain of salt 
Latest inside information is 
that single men with depend 
ent pets won't be called 
until the middle of 1948 ** 
“Or else we get a heavy dose of 


political forecasting, like this: 


Sub Rosa, the White House 
is seriously worried about 
the political situation.*** 

Smart prognosticators in 


Washington insist there 
isn ‘t a chance that the G.0 
P. will gain control of the 


on recent trip was with Jack 
Garner; only subject dis 
cussed - -catfishing! 


“Or we learn about the war: 


We ‘re definitely over the 
hump! ! 

We ‘re still losing the 
war! 

Expect the end in 1943. 

Bigwigs are figuring ona 
long war--no end possible 
before 1949, at earliest. 

BUT, there’s a big IF in 
the situation. 


“And there you are,” said Willie. 
“T ask you, is there any reason fo! 
outraging the delicate sensibilities 
of typographers just to print that 
stuff?” 

“But Willie,” we remonstrated. | 
“Nobody would believe all that in- 
side stuff if it just looked like other 
printed matter.” 

“I know,” Willie sighed, “and 
maybe it would be a good idea,” 


Jottings 

The blue ribbon has disappeared 
from the neckband on Pabst Blue 
Ribbon beer. In its place is a} 
printed notice, “No more ribbon, no 


more metal foil. Uncle Sam needs 
them.” ; 

Watch that pronoun dept: We 
were startled to hear an insurance 


company commercial which con- 
cluded, “If you're killed in an auto 
accident, you get cash!” Raising 
the question, naturally, of what 
“you” would do with it. 

Our palm—with olive branch—for 
the most optimistic advertisement 
of the week goes to the lady who 
ran the following advertisement in 
the positions wanted column of the 


Chicago Tribune the other week: 
“European travel—Companion, lin- 
guist, young, college grad. Inter- 


ested in people, ideas, books, art.” . 


Interstate Power Company got 


break in Bemidji, Minn. the othe 
aquv, when the Bemidji Pioneer 
re-ran a power company ad with the 


note that it was doing so as a com- 
pliment to the power company for 
the efficient manner in which it put 
its lines back in operation following 

serious local fire on the 
ginally 


aay ts 


copy or ippeared 


|No. 2017. 


responses and reactions, made by 
Matthew N. Chappell and Carl W. 


Dreppard of Columbia 


University 
The study points out that magazines, 


like humans, have certain personal- 
ity traits, fixed by editorial purpose 


and policy. The 


authors maintain 


that John Smith, reading one maga- 
zine, is quite a different person from 


John Smith reading another, 


that the difference lies in his 


and 


in- 


terests and attitudes — his state of 


mind or “mental set.” 


They report 


on their study of the pattern of psy- 
chological content of the American, 
and show that reader response indi- 


cates that readers have a 
set” of “high 


“mental 
commercial signifi- 


cance” when reading the American. 


Use of Color. 


The Value and Patriotic 


In this brochure, Stecher-Traung 


Lithograph Corporation shows 


advantages of using full color in 
vertising material — how to uss 
the most ben 
illustrations bring 


easily and with 
Numerous color 
out the points of the text, and 


| tailed directions explain how < 


can be used most easily and 
nomically. 


No. 2008. Levelcoat 
Sample Books. 

Kimberly-Clark Corporation 
issued these four presentation 
which demonstrate, with  p! 
specimens, the quality and ad 
bility of Kimfect, Multifect 
Trufect Levelcoat papers and 
fect book paper. Each kit als: 
tains unprinted samples for t 
and comparison. 


and H 


No. 2034. Remote Control 
Do in Fort Wayne. 
Radio Station WOWO has 
this folder, containing a c 
map, market data showing t! 
portance of reaching this 62- 


area, and a report on a sui 
morning listeners in which 


comes out all right. 


No. 2035. Time in Washing 

Time’s circulation in Was! 
D. C., is the meat of th 
which contains a name-b 


list of officials in 13 federal 
ments and agencies who are 
readers of the magazine. A d 
tion of news gathering facilit 
methods is 


circulation inclu 
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Revision of City, 
Retail Trading 


iones Pushed 


ABC Nears Completion 
of Census-Based Data, 
Thomson Reports 


hicago, Oct. 15.—The Audit Bu- 
re u of Circulations is rapidly revis- 
in | city and retail trading zones as 
d ined in newspaper audit reports 
so as to place them on a census 
b sis, and already 60 per cent of the 
cy zones have been revised in this 
wy, P. L. Thomson, president of 
the bureau, reported at the annual 
convention today. 

In order to put the visualization 
plan into effect, providing as it does 
for the inclusion in the newspaper 


reports of occupied dwelling units,” | 


he explained, “it was necessary to 
revise all of the city and 
raiding zones and to revise them so 
that as many as possible would be 
on a census basis. 
Over 60 per cent 
zones of newspapers have now been 
placed on such a basis, and by the 
time the audit reports for the period 
ending June 30, 1942, have been 
issued, substantially all of the retail 
trading zones will have been 
est iblished. 
Che visualization plan was actu- 
put into effect tor those news- 


sO 


} 
] 


aii 


papers whose audits fell due Dec. 
31, 1941, and for the majority of 
those whose audit period ended 
March 31, 1942.” 


Forced Circulations “Out” 


Another highlight of Mr. Thom- 
son's annual report was his sugges- 
tion that forced circulations are 
being eliminated, reflected in 
current ABC reports. 

“Now most publishers,” he said, 
“have found that in their own inter- 
ests borderline promotion practices 
are out, and with all elements of 
cost increasing, the need for in- 
creased circulation revenue’ has 
become indispensable. The result 
has been a widespread movement to 
raise single copy and subscription 
prices, while limitations have been 
imposed upon the number of edi- 
tions, returns, arrearages, etc., and 
economies worked out for the com- 
mon delivery of competing papers 
end other measures for conserving 
manpower, materials, gasoline and 
rubber.” 

In reporting that the greatest gain 
in membership in the bureau has 
come from weekly newspapers, Mr. 
Thomson made some _ interesting 


NEW HAVEN 
is FAse/ 


as 


New Haven is the home of the 
lare st building devoted to sports 
4nd physical training in the world, 
Yah s magnificent Payne Whitney 
Gyr nasium. the first complete 
buil ‘ing of its kind in the world 
The «ym has five basketball courts 
thre tanks for rowing, thirty-two 
‘us h courts, rifle range. two polo 
tag two golf galleries and the 
larg. st suspended pool in the world. 


Ch New Haven Register 


__ 


retail | 


of the city 


comments upon the importance of 
this group. 

“Not only have they found bureau 
membership a basis upon which 
they can obtain national advertis- 
ing,” he said, “but they have dis- 
covered that installing bureau 
methods for circulation records has 
made a material difference in circu- 
lation revenue without any material 
increase in costs. 

“It may be that the bureau, in 
providing auditing service for 
weekly newspapers, will have added 
another contribution to publishing 
by pointing the way through which 
these publishers can operate profit- 
ably and perpetuate an _ editorial 
function which is exceedingly im- 
portant to the American people.” 

The total membership of the 
bureau is now 2,141. Because of 


reductions in the staff due to the 
war, the number of employes has 
been somewhat reduced, but in spite 


of this, 1,761 audits—38 more than 
in the previous fiscal year—were 
made in 1942. 


Advances Forsythe 

N. M. “Dutch” Forsythe has been 
appointed general sales manager of 
Pesco, Borg-Warner division located 
in Cleveland. Mr. Forsythe has 
been in Detroit as assistant general 
sales manager of Norge, also a di- 
vision of Borg-Warner. 


To Pettingell & Fenton 

Pettingell & Fenton, New York, 
has appointed Charles B. Strauss as 
copy chief. He formerly was with 
Frederick - Clinton Company, New 
York. 


Black to War Committee 

Spalding Black, market develop- 
ment and advertising manager of 
the Cellophane division of Canadian 
Industries, Ltd., Montreal, has been 
appointed secretary-manager of the 
Aircraft Industry Relations Com- 
mittee for the duration. 


Names Horton-Noyes 


U. S. Bobbin & Shuttle Company, 
Lawrence, Mass., has named Hor- 
ton - Noyes Company, Providence, 
R. 1L., to direct advertising for its 
line of bobbins, shuttles and spools. 


Blue Adds Two. 


With the addition of WAIR, Win- 
ston-Salem, N. C., and WARM, 
Scranton, Pa., effective Nov. 1, the 
Blue Network now has 139 affiliated 
stations. 


Issues OPA Supplement 
Meyer Both Company has issued 
a special 16-page supplement for 
use by retailers emphasizing OPA 
themes in the fields of price control, 
rationing, car sharing and conserva- 
tion. The advertisements were pre- 
pared by the OPA department of 
information in cooperation with 
Meyer Both. They are being sent to 
5,000 newspapers, 6,000 retail stores 
and to every chamber of commerce 
in the country. The supplement 
contains sample advertisements, ad- 
vertising tips and suggestions for 
newspapers and retail advertisers. 


Mainguy to Gibbons 

D. N. Mainguy, formerly with 
Ronalds Advertising Agency, Mon- 
treal, has joined the staff of J. J. 
Gibbons, Ltd., Montreal. 


Why does a Range-finder 
ave TWO eyes? 


ba 
sh r ~ 
\ 


... for the same reason war-keen executives keep one eye on internal 


records, the other on Business Week’s reporting of the vital essential 


news outside — for wide-angle vision! Read BW for help in making your 


decisions; use BW to reach the decision-makers of industry! 
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October 19, 1942 


Newspaper Clinic 
Scans Linage and 
Service Problems 


‘Coupon’ Advertising 
Suggestion Advanced; 
Manpower Studied 


Chicago, Oct. 13. The wartime 
clinics conducted on both afternoons 
of the fall meeting of the News- 
paper Aavertising Executives As- 
sociation here this week under the 
direction of Samuel G. Howard, 
Minneapolis Star Journal and Trib- 
une, got off to an unusually aus- 
picious start yesterday with a 
presentation on newspaper coupon 
advertising by Ernest D. Anderson, 
Buffalo Evening News, in which Mr. 
Anderson advanced the contention 
that newspapers are not only the 
best advertising medium, but can do 
a better job of sampling or coupon 
distribution than can be performed 
through house - to - house distribu- 
tion. 

Although much of Mr. Anderson's 
talk was off the record, he revealed 
that the Buffalo News has sold the 
idea of premium and coupon adver- 
tising to a number of advertisers 
who have never used newspapers 
for this type of advertising before, 
with some startling results, assert- 
ing specifically that on coupon offers 
which provide for a lower price on 
the purchase of merchandise, and on 
giveaway items, his paper had been 
able to outpull either radio or door- 
to-door distribution. He warned, 
however, that advertising of this 
type requires large space to provide 
maximum attention qualities, but 
also said that control of coupon 
abuses when newspapers are used 
is a comparatively simple matter. 


Study Manpower Problem 


Karl T. Finn, Cincinnati Times 
Star, brought the membership a re- 
port of a survey on the personnel 
problem in newspaper advertising 
departments, declaring that 136 
newspapers report losing 17 per 
cent of their display selling person- 
nel, which he termed a relatively 
small loss, especially in view of the 
fact that among larger papers the 
loss has been only 12 per cent. 
About half of those lost to the 
armed forces thus far have been re- 
placed, he said, but as others leave 
replacements are likely to be much 
smaller, judging from the attitude 
expressed by those responding to 
the questionnaire. In most instances 
replacements have come from other 
departments in the newspaper, he 
reported; and while a few have 
tried using women, the field is not 
yet enthusiastic over their possibil- 
ities, he said. 

Returning to the point that news- 
papers almost never get display 
salesmen from outside, but almost 
invariably move them up from some 
other department, Mr. Finn ex- 
pressed the opinion that this may 


The Greatest 
SELLING POWER 


in the 
SOUTH’S 
GREATEST CITY 


NEW ORLEANS 


50,000 WATTS 


CLEAR CHANNEL 
C BS AFFILIATE 


Nat. Rep.—THE KATZ AGENCY, INC. 


possibly have bad as well as good 
implications, since it tends to make 
the newspaper display salesman an 
inbred individual, without much if 
any experience in other lines of 
work. 

Personnel] losses on the service 
side have been much more severe, 
Mr. Finn reported, with losses 
among copy and proof boys causing 
a serious strain on facilities, and 
leading to replacement with girls 
and older men, central delivery 
bureaus maintained by all news- 
papers in a city, etc. 

As for merchandising depart- 
ments, about half of those having 
such departments have already de- 
creased their personnel, and others 
say they will make no attempt to 


replace those who are lost in the 
future. 


Grocery Selling Aired 


Vic Merson, Repository, Canton, 
O., and Russell Bassett, Daily Press, 
Pontiac, Mich., put on a joint dis- 
cussion of the problems of selling 
grocery advertising, with particular 
reference to getting tie-ups for na- 
tional copy. Mr. Bassett, with groc- 
ery linage up 74 per cent over last 
year, explained that a careful sales 
program had succeeded in adding 
22 volume independents to their ad- 
vertising roster, accounting for 131,- 
000 lines of new grocery business 
in a year. 

C. Raymond Long, Courier-News, 
Elgin, Ill., discussed the problems 


and possibilities in the sale of spe- 
cial pages, and Gene Bennett, News 
Sentinel, Fort Wayne, Ind., ex- 
plored the classifications in which 
retail gains may be currently pos- 
sible. 

At today’s clinic session George 
Grinham, St. Louis Globe - Demo- 
crat, led off with an interesting ex- 
position of “the St. Louis plan” for 
handling mechanical servicing of 
local accounts. He explained that 
establishment of a unified plan of 
action by all St. Louis dailies, with 
the cooperation and assistance of 
local advertisers, has already re- 


sulted in a “new deal” on copy re- | 
'explained the new retail advert 


visions, deadlines, etc. 
Thomas G. Devaney, Omaha 
World - Herald, explained a new 


“copy clinic” system whereby tha: 


newspaper is building new local a 
counts, the nub of the system bei) 
that a special team of regular ad 
vertising salesmen studies the bus 
ness and its problems, then repo; 
back to the entire staff, each me: 
ber of which is required to turn 
copy for one advertisement. Fr 
this material, the six best 
selected, refurbished and present 
in a special presentation wh 
shows that considerable thinki 
has been done on the problem a 
which has been unusually success! 
in developing attention and orde 
John Halpin, Media Records, I: 


ing performance data which his « 
ganization is now making availa! 
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+) newspaper members, and Robert 
L. Shless, classified advertising 
menager, Chicago Herald-American, 
declared that classified linage to re- | 
place that lost from used car deal- 
ers, appliance dealers and other 
‘ rofessional” users of classified 
c¢ lumns can be secured only by re- 
a cing rates for “non - profes- 
s nal” advertisers. “A housewife 
ce 1't afford to pay $2 to advertise 

used vacuum cleaner that she 
hopes to sell for $6,” he said. He 
‘ declared that “help wanted” 
acvertising will disappear from the 
ne vspaper columns entirely if the 
government takes over complete 
control of manpower and short-cir- 
cuits the established methods of 

ng jobs. 


| tion, Wenatchee, Wash., 


Cedergreen Plans Drive 
Plans are being formulated by 


|Cedergreen Frozen Pack Corpora- 


for the pro- 
motion of its line of 27 frozen fruits, 
berries and vegetables in selected 
markets across the country. Ap- 
proximately 60 per cent of the 
Cedergreen pack is marketed in 
institutional and industrial sizes. 
Pacific National Advertising Agency, 
Seattle, handles the account. 


Miles Advances Shupert 


Miles Laboratories, Elkhart, Ind., 
has appointed Perry L. Shupert as 
assistant sales manager with head- 
quarters in Elkhart. Mr. Shupert 
has been sales manager of the Chi- 
cago district for the past nine years. 


Gives Blanket Raise 


In order to assist employes to 
meet increased costs of living and 
to insure all employes investing at 
least 10 per cent of their income in 
war bonds, all home office and 
branch office personnel of The State 
Farm Insurance Companies have 
received an additional 10 per cent 
blanket increase on their cost-of- 
living bonus, which has been in 
effect since Oct. 1, 1941. The new 
increase is payable in war bonds. 


AT NAEA LUNCHEON SESSION 


Dennis Joins Blue 

Ralph E. Dennis, 
sales staff of Small, Brewer & Kent, 
New York, has joined the national 
spot sales staff of the Blue Network, 
New York. 


formerly on the 


The Advertising Age cameraman snapped these admen at NAEA convention 


- 


Successful Farming has virtually built a fence around the Heart Region—keeps 
its circulation concentrated right there where it will do the most good. Nearly : F. 
all of its 1,200,000 subscribers are rea/ farmers who cultivate the land, live in 
nice homes and raise fine families. So when you put your advertisements in 
Successful Farming, you are reaching simon-pure farm folks, with money to 


spend for the things you 


This one publication so successfully and continuously dominates this richest 
market because Successful Farming is edited exclusively for Heart Region farm 
families. Every line of editorial deals directly with the business of farming and 
farm living in the Heart Region. Every line helps in the management of the land 
and the home. Farm women like it as well as farm men because Successful Farm- 
ing covers farm /iving as well as farming. These are reasons why Successful 
Farming is preferred in the Heart Region. 

To catch the spirit of Successful Farming and the people who read it, look 
= the current issue. You will then understand why Successful Farming 
is a powerful influence in the maintenance of sound buying today--and in 
constructive, definite planning for tomorrow. You'll realize that 

Successful Farming is the basic book for any farm schedule. 
Meredith Publishing Company, Des Moines, Iowa. 


—— 


HEY make more money, have more 
money and spend more money than any other group of farmers in the world! 
The Heart Region farmers are those fortunate, prosperous farm families who 
dwell in the 13 famously fertile Upper Mississippi Valley States which Successful 
Farming covers like a blanket. 


sell. 


The _. Ferm Families 
in le ah Region 
are you — 


tables: (left to right) Grant Stone, Cleveland Press; Phil Henriquez, Chicago 
office, St. Louis Post-Dispatch; and Stuart Chambers, Bob Rowden and Ben L. 


Brookman, of the Post-Dispatch. 


Starting in left foreground, Al Davis, O'Mara & Ormsbee; H. Gwaltney, assistant 

advertising manager, Milwaukee Journal; T. G. Devaney, advertising manager, 

Omaha World-Herald; Press Roberts, O'Mara & Ormsbee; Irwin Maier, business 

manager, Milwaukee Journal; Harry Keller, national advertising manager, Omaha 

World-Herald; E. C. Trowbridge, president, O'Mara & Ormsbee; Harvey R. 
Young, advertising director, Columbus Dispatch. 


Barn Dance Aids 
Danville Scrap Drive 


OWI Names Campbell 


Martin Campbell, managing direc- 


: , 0 AA WRAP 

Station WLS, Chicago, recently ton of . Stations WFAA WBAI ’ 
. oe : My Dallas-Ft. Worth, and KGKO, Ft. 
took 16 members of the National Worth. hi toes aoa te the 
Barn Dance to Danville, IIL, to Office ’ f Wi ‘— t ——— vn 
stage three shows in support of the — ttn et ha GU radia t nog 
Vermilion County serap drive. Ad- Te — ‘ith ' oe heme n Dall - 
mission for each show was 100) *©&*@5, With headquarters in Dallas 
pounds of scrap per person. Total 


proceeds from the sale of scrap col- 
lected was donated to the Vermilion 


Plumb Joins Agency 


Plumb, 


County USO committee Stanley . forme 4 ly in 

charge of advertising and traffic for 

Yosemite Park, has joined Bris- 

acher, Davis and Staff, where he 

McCoy to Hayhurst will be in the plan department of 
G. Hayhurst Company, Mon- the Los Angeles office 


treal, has been appointed to handle 
Canadian advertising for McCoy's 
Products, New York The initial WMCA Names Weed 


schedule for McCoy’s cod liver oil i 
confined to rotogravure sections of 
newspapers in Quebec province 


Weed & Co., New York, has been 
named national representative for 
Station WMCA, New York 


You can quickly prove Central New England's whole- 
to WTAG. Every 
independent survey shows the WTAG audience two 


hearted and constant response 


to one in the lead over any other radio station heard 


in this war boom area. 


NBC BASIC RED NETWORK 


EDWARD PETRY & COMPANY 
NATIONAL REPRESENTATIVE 


Owned and operated by The Worcester Telegram-Gazette 
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said, but it must not get too large a 
proportion of its revenue from a 
single economic interest. In fact, 
he continued, the freedom of the 
press in this country can be attrib- 
uted very largely to the “multi- 
plicity and competitive nature of 
the economic interests represented 
in their advertising pages’ and “to 


Subsidies Destroy 
mm = Press, Treasury 
mm = Spokesman Asserts 


their refusal, thus far, to accept 

4 . Competitive Nature of —— subventions or sub- 
” Advertising Praised Voluntary Program Stays 

to Newspaper Group “A voluntary savings program 


implies that it shall be carried for- 
ward by volunteers and voluntary 
cooperation,” Mr. Odegard said with 
regard to the Treasury’s war bond 
efforts. “‘We have adhered to this 
policy from the beginning and we 
intend to follow it from here on 
out.” 

In carrying on its war bond ef- 
forts, the Treasury has had four 
principal jobs, he said. First, to 
make sure that people knew of 
them, a task which Mr. Odegard ex- 
plained in advertising language by 
describing as “essentially a job of 
product identification carried on 
through normal channels and meth- 
ods of publicity.” The second was 
that of “multiplying and increasing 
the efficiency of our sales outlets”’ 
or issuing agencies; there are now 
some 50,000 official issuing agents 


Chicago, Oct. 13.—One of the 
principal reasons behind the Treas- 
ury Department’s decision not to 
buy advertising space to further the 
sale of war bonds, but rather to rely 
on voluntary contributions of ad- 
vertising effort from private com- 
panies, is the Treasury’s belief that 
acceptance of “governmental sub- 
ventions or subsidies’ would 
weaken the structure of the free 
press, Peter Odegard, assistant to 
the Secretary of the Treasury, told 
the Newspaper Advertising Execu- 
tives Association at its luncheon 
here today. 

“A free press is a solvent press,” 
Mr. Odegard said, ‘“‘and an insolvent 
press is a servile press.’ Not only 
must a free press be solvent, he 


we ; a 
ee ee 


for bonds, and this extension of 
“distribution facilities’ has in itself 
resulted in a great increase in spon- 
sored bond advertising. Third was 
the task of telling people why they 
should buy the bonds, or, as Mr. 
Odegard expressed it, the employ- 
ment of “reason why” copy. These 
appeals took three main directions, 
he said: 

A. The appeal to patriotism, to 
help win the war, to symbolize the 
independence of America and the 
future that lies ahead. 

B. To build a backlog of per- 
sonal security against the conting- 
encies of the future. 

C. To point out that saving to- 
day not only helps to protect Amer- 
ica’s future and the future of the 
individual, but also to protect the 
nation’s living standards against the 
ravages of inflation. 

Stresses Payroll Plan 
The fourth task has been to de- 


velop and extend the payroll allot- | 


ment plan. On Oct. 1, Mr. Ode- 
gard reported, such plans were in 
operation in 145,000 plants, employ- 


ing 25,000,000 workers, with slightly | 


under 20,000,000 participating. Be- 
ginning in November, the Treasury, 
using plans developed by the Ad- 
vertising Council, will make a con- 
certed effort to get 30,000,000 work- 
ers in the plan, and to increase 


_ ae 


Hollywood can call this picture “colossal” without 
stretching a single point. In KMBC’s primary area 
alone are more than half a million radio homes with 
And it’s KMBC 
that’s “packin’ ‘em in” — leading in Kansas City 
listeners more often than any other station. 


far more income than ever before! 


Your 
show on KMBC is a nine-bell performance replete 
with brilliant cast (drawn from the largest and finest 
radio staff in Kansas City) — skilled production (that 
won Variety’s last Showmanship Award for Program 
Origination) — and the best of companion features 
(provided by CBS, Kansas City’s favorite network.) 
Best of all, KMBC pays off at the box-office as shown 
by the fact that advertisers place more national 


spot business on KMBC than on any other Kansas 
City station. 
your Midwestern customers, be very sure it makes its 


Next time you book an attraction for = 


premiere on the “9 Ways the Winner” station you 
hear so much about. 
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OF KANSAS CITY 


FREE & PETERS, INC. 


CBS BASIC NETWORK 
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MIDWESTERNERS GATHER AT NEWSPAPER MEET 
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Clockwise, starting in center foreground, Roger H. Newcomer, advertising man 

ager, Battle Creek Enquirer and News; Sid Phillips, Columbus State Journal; M. C 

Johnson, Ft. Wayne News-Sentinel; Charles B. Hinkle, advertising director, Galvir 

Bros. Newspapers; Frank Spencer, Advertiser, Newark, O.; G. T. Gulbertson, News 

Mount Vernon, O.; Earl Maloney, advertising director, Peoria Journal-Transcript 
and Gene Bennett, advertising director, Ft. Wayne News Sentinel. 


Harold Swanson, national advertising manager, Rock Island Argus and Moline 

Dispatch; Kenneth Sapp, Ottawa Republican-Times; A. H. Williams, advertising 

manager, Rock Island Argus; S. E. Graham, advertising manager, Cleveland 
Plain Dealer; and Leo P. Doyle, advertising manager, Cleveland News. 


average subscriptions to equal 10 
per cent of the gross payroll. 

“We stand today within sight of 
our payroll savings goal,” he con- 
cluded. “We need your help to 
reach it. Dr. McClintock has already 
mentioned the manner in which the 
Treasury through the Bureau of In- 
ternal Revenue and in other ways 
is cooperating with advertising. We 
are confident that with your coop- 
eration we shall go over the top 
with 30,000,000 employes saving an 
average of 10 per cent by New 
Year’s Day. I can think of no 
greater gift to our fighting forces in 
this year of crisis than the news of 
our success on this home savings 
front.” 


Anthracite Grou p 


Urges, ‘Buy Only 


What You Need’ 


New York, Oct. 14.—A _ special 
campaign urging consumers not to 
“demand in excess of your present 
requirements” was released by An- 
thracite Industries, Inc., recently in 
65 Eastern newspapers. Captioned 
“Anthracite users deserve to know 
the facts about this winter’s coal 
supply,” the advertisement pointed 
out that supplies will be adequate if 
they are equitably distributed. 

About 40 cities will be covered in 


a six-week drive. Insertions will 
be in 960 and 640-line sizes and 
will appear weekly in cities be- 


tween Portland, Me., and Washing- 
ton, D. C. Copy, placed direct by 
Anthracite Industries, was a coop- 
erative effort of the coal industry's 
producers board and Anthracite 
emergency committee. 


Takes Radio Show 


A new 15-minute musical snow 
of popular recordings called “Broad- 
way Canteen” has been chosen by 


Union-May-Stern, St. Louis home 
furnishings store, as its exclusive 
radio outlet. The program, aired 


over KSD, St. Louis, three times a 
week, is the company’s first radio 
show in the St. Louis area. 


To Kimberly-Clark 

Taylor D. Ward has resigned 
trom Bergstrom Paper Company, 
Neenah, Wis., to become divisional] 
sales manager for Kimberly-Clark 
Corporation, with headquarters at 
Neenah. Mr. Ward has been suc- 
ceeded by Burt B. Fisher, who has 
been in charge of the Chicago office 
of Bergstrom for 12 vears. 


To Burton Browne 

Jensen Industries, Chicago, manu 
facturer of phonograph needles, hi: 
appointed Burton Browne Adve: 
tising, Chicago, as its agency. Bus 
ness papers, point-of-sale and n 
tional magazines will be used. 


yo) WA 
& And willbe 


After VICTORY 


Retail Sales in *® 
Rock Island 
County have in- 
creased 49!/7°%, 
since the start of 
World War II in 
early 1939. 


NATIONAL REPRESENTAT! 5 


THE ALLEN-KLAPP CO 
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THEY KEEP TALKING 

ABOUT TRANSITADS 
CIRCULATION 
INCREASES 


DIKTO 


—-THE NUMBER ONE MEDIUM AT ALL TIMES 
FOR LOW COST SOLID COVERAGE OF URBAN 


WELL TELL EM 


CENTERS WITH EVERY 


You alert agencies and advertisers are naturally 
paying more attention to TRANSITADS today, 
because of the tremendous circulation increases 
from month to month in every TRANSITADS city. 
It is a fact that TRANSITADS are more of a buy 
ight now, simply because rates cannot keep pace 
with zooming fare-box figures. July, 1942 transit 
traffic was up 40.2% over 1941; August, up 40.9%; 
and the trend is toward greater increases. Rates 
have not advanced proportionately! 

But the important things to remember are: That 
in any year TRANSITADS reach nearly all the 
buyers in any city more often with color adver- 
tising. That thirty advertising days a month cost 
less in TRANSITADS than intermittent use of other 
media. That TRANSITADS are the one mass me- 


OE il 


NO. 1 OUT-OF-THE-HOME | 


CHICAGO-400 N. MICHIGAN AVENUE NEW YORK-366 MADISON AVENUE 
Offices in 23 Principal Cities 


AGAIN THAT 
TRANSITADS 
ARE -- 


DAY ADVERTISING! 


dium that most advertisers can afford to use on a 
daily basis. That undeveloped sales in city markets 
are waiting for advertisers who cultivate them 
with the medium that offers continuous solid cov- 
erage at a cost within the budget. A TRANSITADS 
program started now will pay out every year from 
now on because these conditions always have 
existed and will continue to exist as long as pub- 
lic transit is a feature of urban economy. 

Now is the time to start the program. City 
populations are on the upgrade. There is a corre- 
sponding increase in employment. Payrolls are 
larger. TRANSITADS circulation is nearing all-time 
highs. Get the complete story on this splendid 
opportunity in America’s leading cities and mar- 
kets from your National TRANSITADS man now. 


Orion? TANSITADS 4. 
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Getting Them Balled Up 


To the Editor: I’ve enjoyed your 

cuts of odd juxtaposition of signs 
and their advertising messages for 
several years, but this clipping from 
the Washington Star is the first such 
coincidence to provoke a “letter to 
the editor” from the writer. 
The dividing line between “Glori- 
fied Burlesque” and the “Passion 
Play” is there, but to the casual eye 
it still all of a piece. No doubt 
the make-up man for the amuse- 
ment page of the Star has heard of 
this well before now! 


IS 


MARIAN WILLIER, 
Washington, D. C. 
v v 
Knisely Pokes a Few 
Facts at Les Drew 

To the Editor: Being a mild, re- 
tiring sort of a fellow, I hesitate to 
inject myself into a controversy 
between two such hard-hitters 
Harold Rosenberg and Les Drew. 
Mr. Rosenberg (Sept. 28 issue) 
questioned “money-wasting adver- 
tising that is being placed in gen- 
eral media under the guise of pa- 
triotism;” Mr. Drew (Oct. 5 issue) 
defended such advertising on the 
grounds that “only a rare few trade 
journals (business papers, please, 
Mr. Drew) are good enough to get 
any attention in America’s factories 
under present conditions.” 

Here I am, a thousand miles from 
that fight in Chicago, and when Mr. 
Drew socked business papers he 
socked me right on the jaw. 
Of much greater moment, 
ever, he also socked hundreds of 
advertising managers and fellow 
agency men when he attacked their 
intelligence by adding: “How many 
advertisers are unaware of this (his 
assertion that few trade journals 
are being read today) can be judged 
by the millions of dollars that are 
really being wasted on good, sound, 
industrial trade journal copy that 
always reaches the desks, but sel- 
dom the eyes of men in industry.” 
Doubtless the 504 agencies that 
placed 213,831 pages in business 
papers in 1941 are blushing in em- 
barrassment. Strange, too, that the 
largest and best-known agencies in 
the land appear in this list, but we 
couldn’t find Kirkgasser and Drew 
among ’em. 

We industrial advertising young- 
sters owe Mr. Drew a debt of grati- 
tude for tipping us off to our short- 


v 


how- 


comings before our bosses and 
clients got wise to this appalling 
waste. General Electric, Westing- 


house, Allis-Chalmers and a lot of 
other vigorous and aggressive busi- 
ness paper advertisers will be happy 
to learn that they can save all the 
dough they have been spending thus 
futilely. 

Here we have been toiling long 
into the night for months on end, 
spending hours and hours on each 
piece of industrial paper copy so 
that we could convey helpful war- 
time job-problem information to 


supervisory personnel out on the 
war production line. Now we learn 
that those men and their manage- 
ments don’t buy these business 
papers to read, but just to boost 
business paper circulations to new 
heights—which is what has hap- 


pened in many instances and that, 
too, at a time when subscription 
salesmen can’t get into many plants 
to do their stuff. 

For a moment after Mr. Drew 
called this to our attention, we were 
slightly puzzled over the fact that 
many of us have been getting more 
inquiries from good wartime indus- 
trial copy than we got back in 
peace times when we really had 
products to sell. But quickly we 
concluded that these subscribers 
may use these industrial papers for 
chair pads and probably absorbed 
the advertising contents through the 
seats of their pants by some process 
of osmosis 

Worthy of note is, the fact that 
many of these inquiries don’t 
come from the idle-interest type of 
coupon clippers. Instead, they bear 
such high-sounding titles 
president in charge of 
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as 


vice- 
operations: 


This department is a reader’s forum. 


as 
} 


}out 
thousands upon thousands of new | 
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The black rule doesn't help much, in this 


case, to separate two advertisements 
which clash markedly. 
chief engineer; plant superinten- 


dent; power plant engineer; design 
engineer; president; executive vice- 


president, etc. Also interesting is 
the fact passed along to us by 
advertisers that the “homelier” 


type of ads, packed full of helpful 
information, seem to be producing 
more favorable response than the 
“purtier” stuff they used to run. A 
lot of them consequently have 
stopped using puppy dogs, pretty 
gals, ghosts, tanks, airplanes, ele- 
phants and battleships as “stoppers.” 

We wonder if Mr. Drew ever had 
the experience of getting a 14 per 
cent inquiry return from a business 
paper ad. It has been done. 

Has he ever had the vice-presi- 


dent and general manager of a 


|}customer concern request 100 com- 


plete sets of an extensive series of 
ads for the purpose of placing them 
in the engineering data books of 
every man in his engineering de- 
partment” 

Has he ever had the thrill of 
dragging in a million dollars’ worth 


of business out of a few business 
paper ads” 
However, business paper adver- 


tisers who furnish us with such case 
histories tell us they can’t prepare 
that kind of hard-hitting business 
paper advertising with one hand 
tied behind them or with their 
tongues in their cheeks. They insist 
that the reader can't get any more 
of an advertisement than the 
copywriter puts into it. They ques- 
whether the really important 
technical executives in industry are 
much impressed with the pictures of 
scarey boogey men that might 
attract the more general or less 
informed reader. They have found 
that a pretty piece of art work and 
some idle chitchat, particularly if 
energetically and widely merchan- 
dised in the form of reprints, may 
induce complimentary letters from 
company heads and possibly im- 
press a client, but that it takes 
genuinely helpful and useful infor- 
mation in a business paper if it 
to ring the bell—osmosis or 
OSMOSIS. 

In short, we are wondering if it 
could be that Mr. Drew’s own copy 
performance is responsible for his 
erroneous’ belief that business 
papers aren’t read today 

Mr. Drew us that he 
“one who has had much intimate 
experience in this matter” and 
gently chides “those critics within 
(the profession) who speak boldly 
on phases of the work beyond 
their experience or understanding.” 
Therefore, we are quite properly 
,contrite because even though we 


Is 


no 


assures 


is 


Voice of the Advertiser 


Letters are welcome. 


realized our advertising was pro- 
ducing unusual results, we evidently 


didn’t understand how they were 
being produced. Some of us may 
have been naive enough to think 


that perhaps some of these business 
papers might be carried home nights 
by the too-busy-to-read-it-at-the- 
office subscribers. At once we 
spotted the fallacy of entertaining 
such a hope when we realized that, 
like the generals, their being on the 
library table didn’t at all insure 
their being read. Besides, the men 
could sit on them at the office with- 
out having to drag them out to the 
suburbs, and many of them are get- 
ting darn heavy these days. 

We recently ran across an article 
in a general magazine which told 
how Mr. Drew had been called in 
by a manufacturer for consultation. 


The article gave him high, if re-| 
strained, praise in the following 
words: 


“The result was a campaign still 
going on under the supervision of 
ingenious Les Drew, that ranks as 
one of the most compelling assaults 
on public opinion in American his- 


tory.” (Whew) 
Then followed a statement that 
made a deep impression on our 


untutored mind. It was this: 
“It popularized the phrase (prod- 


uct name deleted) now familiar 
even to people who haven't the 
slightest reason for buying it.” 

There, now, is a new idea in 


advertising and an achievement that 
should help a lot. The = article 
goes on: 

“What was remarkable, it concen- 
trated its message and money in a 
relatively few magazines of general 
circulation and a few trade papers 
(please, please, ‘Business Papers’) 
instead of the scores of trade papers 
(we give up) published for the 
fields in which (the company) does 
business. 

“Though none of the company’s 
products are sold directly to con- 
sumers and only one or two have 
any appeal for them (the company) 
advertised in general magazines be- 
cause it believed such advertising 
would cover its many fields at less 
cost. After 18 years it spends most 
of its money in general magazines 
for the same reason.” 

All of 


which, if the magazine 
article is accurate, may help to 
explain Mr. Drew’s viewpoint on 


media recommendation and the pro- 
fundity of his opinions regarding 
“trade journals.” 

There one thing that 
bothers us, however, and we hope 
Mr. Drew can give us the answer. 
Just how does this posterior absorp- 
tive or osmosis process neatly cut 
out the coupons in these business 
paper ads, fill in the name, title and 
everything else, just like it was done 
by pen and ink, then stick the thing 
in an envelop, lick a stamp, paste 
it on and chuck it in the mail-box? 
That, Lester, has the Indian rope 
trick backed off the map. 

S. A. KNISELY, 

Executive Vice-President, Asso- 

ciated Business Papers, New 

York. 


is 
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Where Credit Isn't Due 


To the Editor: Do you think it was 
fair of The Saturday Evening Post 
make-up man to run together the 
Hygienic Products Company and 
Cardmaster Company advertise- 
ments in the Sept. 19 issue? With 
the signature and headlines as they 
appear, he Sani-Flush credit 
for printing and illustrating penny 
postcards 


gives 


J. M. Cleary, 
Vice-President, Roche, Williams 
& Cunnyngham, Inc., Chicago. 


’ ’ ’ 
Playing Up Employes 
To the Editor: We believe your 


executive-readers will be interested 
in our unique morale-building idea. 
It has been quite successful in help- 
ing “the man behind the man who 
wields the gun” to feel his impor- 
tance and_ responsibility in the 
world today. 

Our entire output of spray paint- 


still | 


ing equipment has been going to 
the Army, Navy and war industries 
for over a year. Our employes 
have been very cooperative in in- 
creasing production, in making sug- 
gestions and in conserving ma- 
terials. When they joined up ove! 
90 per cent strong in the Treasury 
Department’s payroll deduction plan 
and won for our company the cov- 
eted Minute Man flag, we thought 
it was time to show them in some 
graphic way how much their co- 
operation meant to us and to their 
country. 

The occasion was the official pres- 
entation of the Minute Man flag. 
J. F. Roche, our president, with the 
help of the Treasury Department, 
dramatically staged the flag presen- 
tation ceremony on the roof of the 
plant and broadcast it throughout 
the plant on the company’s an- 
nouncing system. At the same time, 
he presented the employes with an 
attractive honor roll on which were 
inscribed all the names of Binks 
employes now in the armed forces. 

The ceremony was covered by a 
photographer who took candid-type 
photographs of the crowd, the 
speakers and the color guard. From 
these pictures a story-telling series 
was selected and printed with cap- 
tions in an attractive booklet of the 
size and general format of Life. 
Every Binks employe was presented 
with a copy of this booklet as a me- 


mento of the occasion. In it wa 
something concrete to remind hin 
of the great role he is playing }; 
the fight for democracy. 
E. F. WATTs, 
Vice - President, Binks Mfg. 
Company, Chicago. 


Spreading the News 


To the Editor: If the armed forc: 
worked as quickly as the adverti 
ing fields, this war would be ove 
in a hurry. 

No charge for the extra publicit 
in the Dayton newspapers when y 
have a war population of half 
thousand artists and  advertisi: 
men. 

HuGo WAGENSEIL, 

Hugo Wagenseil & Associates, 

Dayton, O. 

[Editor’s Note: The Dayton da 
ies reproduced the community che 
poster designed by A. Sheriff Scot 
Montreal artist, and reproduced 
ADVERTISING AGE Sept. 14. All Can: - 
dian community chest groups w 
use the same design, which also 
being employed in Dayton for 
1942 drive. ] 


Named Production Head 


Alan Campbell has been promot 
to production manager by Gord 
Schonfarber & Associates, Proy 
dence, R. I. He succeeds Russe 
Edwards, who has joined the Arm 
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‘Let Me Compliment You 
on the Work You are Now Boing 
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wien WELCOME WAGON HOSTESSES 


carry the message of your product or your service into 
hundreds of thousands of homes of Newly Married Home- 
makers, Mothers of New Babes, and Newcomers to their 


They act in a semi-civic capacity— 
and through their gracious, cordial 
visits reflect the heart warming 
hospitality of their whole community 


YOUR PRODUCT OR SERVICE CAN BE INTRODUCE! 
UNDER NO OTHER METHOD AS EFFECTIVEL) 


Write for booklet which explains how this 
tremendous advertising force can work for you 


4qT1HOMAS © 


1790 BROADWAY, NEW YORK CITY ° 


THE WELCOME WAGON SERVICE COMPANY 


arcoes En rearaise, 


STERICK BUILDING, MEMPHIS, TENNESSEE 
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“| see the 


"You'd expect a fellow like me to be crazy about 
LIFE—I'm a camera fan! 

“Week after week, I get my copy, flip open the pages 
—and start experting. I'll spot a picture on one page 
that’s so sharp it could be blown up to the size of a 
room. Or [ll find one of those famous LIFE action 
shots whose synchronized flash couldn't possibly have 
been more on the nose. I get a kick out of stuff like 
that... it’s right up my alley. 

“But LIFE has done something more for me. It has 
puffed up my ego by proving to me that this hobby of 
mine is now really in the big leagues. | mean that LIFE 
has made photography the best way of reporting the 
news by showing people the news. 


“Remember that LIFE story, “The Hulls of Tenn- 
essee ?’ Or the shots of Pearl Harbor, after the Japs 
got through? Or the look on the faces of those Ameri- 
can soldiers captured at Corregidor? Stuff like that has 
a sock to it you can’t get anywhere else—brings us face 
to face with the facts and helps us get our ideas straight 


® 


camera angles... 
AND A LOT OF OTHER ANGLES” 


about them. I'll go even farther out on the limb: I 
think LIFE’s pictures of American soldiers and Amer- 
ican workers and just plain American folks are really 
doing a job in helping us to get our shoulders behind 
the wheel to get this war won!” 


* * * 


Well, that’s how one man feels about LIFE. 


There are 23,900,000 civilians (plus 63% of the armed 
forces) in America who read LIFE every week. Camera 
fans and fishing nuts and stamp collectors and gladiolus 
raisers. Maybe each one of the 23 million could give 
you a special reason for his reading and liking LIFE. 

But when you get right down to bedrock you'll usu- 
ally find they all agree on this: that LIFE has created 
a way of bringing them the story of the world they live 
in—and are fighting for—a story that is more inter- 
esting and informative than anything else they can 
buy. By making it easy to understand the things that 
must be understood to make democracy work, LIFE 


serves as a powerful force for holding millions of people 
together in thought and action. 


Because LIFE means so much to so many people, it 
has become the nation’s first magazine in which to 
advertise goods and present unusual and new business 
messages born of wartime conditions. 
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‘Nifty’ Bows 

The first issue of Nifty, new 
monthly picture magazine, is cur- 
rently appearing on the newsstands. 
Edwin E. Zoty, formerly circulation 
director for Guide Publications, 
heads Par Publishing Company, 14 
E. Jackson boulevard, Chicago, 
which publishes Nifty. Kable News 
Company, Chicago, handles the dis- 
tribution. 


Cerlette Adds Duties 

Ray G. Cerlette, sales manager of 
Sears, Roebuck & Co.’s Milwaukee 
stores, has been named merchandise 
manager as well. He succeeds Rob- 
ert E. Becker, who has resigned to 
accept a commission as captain in 
the Army. 


“Shall 1 


WVichigan, dear? 


WFEDF Flint 


Maybe the an- 


furn on 


nouncer will know what’ s 
wrong.” 


Shoe Firm Defends 


‘Red Cross’ Brand, 


Used for 44 Years 


Washington, D. C., Oct. 13.—The 
United States Shoe Corporation, 
Cincinnati, has denied that its use 
of the Red Cross trademark has now 
or ever deceived purchasers into 
believing that the firm had some 
affiliation with the American Red 
Cross. 

In answer to a Federal Trade 
Commission complaint that charged 
misuse of the American Red Cross 
name and emblem for commercial 
purposes in the sale and distribu- 
tion of shoes, the Cincinnati firm 
recited the corporate history of the 
American Red Cross as well as the 
geneology of its own trademark to 
claim that actions of Congress had 
expressly permitted continued use 
of the emblem. 

According to the U. S. Shoe 
answer, the company’s predecessors 
had lawfully and continuously used 
the emblem, sign, insignia and the 
words “Red Cross” since 1895. The 
shoe manufacturer also claimed that 
the 1905 Act of Congress which 


incorporated the American Red 
Cross permitted the commercial use 
of the Red Cross name and emblem 
by any person or persons then law- 
fully entitled to their use. 

The company denied that its use 
of the Red Cross emblem was 
intended to be a replica of the 
national service agency or that of 
the Geneva convention. The com- 
pany also pointed out that Congress 
in 1910 amended the earlier act to 
provide “that no person, corpora- 
tion or association that actually used 
or whose assignor actually used the 
said emblem, sign, insignia’ or 
words for any lawful purpose prior 
to Jan. 5, 1905, shall be deemed 
forbidden by this Act to continue 
the use thereof for the same pur- 
pose and for the same class of 
goods.” 


Bases Case on Previous Use 


The answer further’ described 
applications by its predecessor, the 
Krohn - Fechheimer Company of 
Cincinnati for Red Cross _ trade- 
marks in 1917 and 1921, contending 


' that as assignee of these trademarks 


it has legal right to use the Red 
Cross. 

Answering in some detail allega- 
tions of the FTC, and admitting 
that it has no connection with the 
quasi-public American Red Cross, 


the U. S. Shoe Corporation bases its 


Cen pepe: tele the place 
cf scarce materials? 


All our research facilities are con- 


centrated on finding the answers. 


You learn a lot about Paper 
making a thousand miles of it a day 


@ Maybe it's lucky that making good paper 


isn't easy. 


For the challenge keeps your mind restless. It 
keeps you digging into the whole subject of 
materials and processes, piling up informa- 
tion which goes far beyond the job in hand. 


At least that has been our experience, in the 
course of turning out a thousand miles of 


paper a day. 


And it occurs to us that we must have, tucked 
away, a lot of information and expe- 


In that case, let's talk things over. 


We are concentrating all our research in 


paper and pulp on the problem of finding 
replacements for scarce materials, and we'd 
like to put our experience against yours and 
see what happens. 


We do not pretend to have all the answers, 
but we know a lot of surprising things that 


paper can do if given the chance. 


rience which can be useful to many 


people who never thought much about 


paper before. 


Perhaps you are one of those people. 


Perhaps you are faced, because of war 
shortages, with the necessity of find- 
ing something to take the place of metal 
— or plastics — or rubber — and finding 


it quick. 


Why not write us a letter and see what can 
be worked out? 


Chul Super Company 


2. 
230 Park Avenue, New York, N. Y. 
Mills at Rumford, Maine & West Carrollton, Ohio Ys 


Western Sales Office: $ 
35 E. Wacker Drive, Chicago, Illinois aS ot a 
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‘UNTAPPED SOURCE OF LABOR’ 


HENRY J. KAISER 


DEAR MR. KAISER: 


For several days the New York newspapers have been running stories on your spectacular drive 
to find 25.000 additional workers for your shipyards. | know where there are a half a million 
men. Let me turn your eyes to the one untapped source of labor in America. 


There are in this country nearly 5,000,000 American citizens who are handicapped by hearing 
trouble. They include able-bodied men and women, skilled workers as well as unskilled, trained 
minds and trained hands who have had to retire or give up their occupations or take less important 
jobs beeause their hearing was under par. 


Most of them have never done anything to correct their hearing deficiencies, because they were 
afraid that if they wore a hearing aid to work. they'd label themselves as “deaf™ and probably be 
fired. Unfortunately there have been (and still are) manufacturers who put the bars up against 
hard of hearing employees. 


Today under war pressure, that prejudice is beginning to disappear. There are many progressive 
business executives who take a more liberal attitade toward their employees’ bearing tréubles. But 
there is still too much talent, training, experience and ability going to waste when America needs 
it most. And if you, who have already smashed so many records in America’s industrial life, would 
«mash this prejudice .. . if you would let it be known that any qualified hard of hearing man can 
find a job in your shipyards or plane plants, provided he wears a properly fitted hearing aid... 
you'd work another miracle for America. And you'd uncover a lot of new labor for yourself and 
set a lot of Americans free from an undeserved handicap. 

There are a number of good hearing aids made in this country. Naturally we think Sonotone is the 
best. because it represents 14 long years of scientific research and an ocean-to-ocean service organi- 
zation with’ 139 offices, But this is no time for selfish, competitive thinking. | honestly don't care 
which hearing aid a man buys, as long as he buys one if be needs it, and gets back to his full 
working. fighting efficiency. 


You can do that job of waking up this country’s employers and employees to a saner view of , 
hearing. Will you? 


Yours...fora ship aday 
and a plane an hour 


DP AN RABRITT, PRESIDENT 
SONOTONE CORPORATION, ELMSFORD, N.Y 


Sonotone Corp. promotes hearing aids—others as well as its own—with this 
unusual advertisement calling on Mr. Kaiser and other wartime builders to make 
use of the half-million men whose hearing is defective. This one-time shot ap- 
peared in 20 cities throughout the country, using three dailies in New York and 
two in each of the other cities. Follow-up copy may be employed if reactions are 
favorable. Lloyd, Chester & Dillingham, New York, is the agency. 


case on the continuous use of the | Katz Named Agency 
trademark since 1898 by the com- Joseph Katz Company, New Yor! 
se atz any, I y ‘k 


any and its predecessor. : 

ro A. the FTC sa has been named agency for Hudsor 
ar Ss 4 ‘oO “ 
vig n . Conny napkins by the Hudson Pulp & 


against the company and final dis- Paper Corporation, New York. 
position of the case will be watched 

closely by a number of other = 

manufacturers using the emblem in 


different fields because of pending (Reig Aeltl: ay Ooh's a ae BOE, ie 
legislation which would ban all HE B 1! 
commercial use of the Red Cross 4 Ls SNErITS A 


(ADVERTISING AGE, June). 


FTC ORDERS ZENITH 
TO LIMIT DX CLAIMS 

Washington, D. C., Oct. 15.—The 
Federal Trade Commission has 
ordered the Zenith Radio Corpora- 
tion, Chicago, to cease and desist 
from “misrepresenting” that its re- 
ceiving sets are capable of bringing 
in programs broadcast from radio 
stations located in Europe, South 
America and the Orient “every day” 
and “at all times or under all con- 
ditions.” 

Under the order Zenith is directed 
to cease and desist “falsely repre- 
senting in advertisements” that any 
set contains a designated number of 
tubes or is of a designated tube 
capacity “when one or more of the 
tubes ...do not perform the recog- 
nized and customary functions of 
tubes in the detection, amplification 
and reception of radio signals.” 

This ruling would apparently bar 
radio set makers from counting the 
“rectifier” tubes in the power sup- 
ply as “tubes” in advertising claims. 


‘True 
Story’s 


Ul 


True Story Reaches More 
Wage Earners (the familics 
who get 69¢ of every war 
dollar) than any other ma; 
azine published...at Ya the 
cost of the average of the !! 
other leading magazines 
far less than any single on 


True Story has the Highe:t 
Ad Readership. 

True Story reaches tic 
Most Families per Doll. 
True Story has the Or 
Non-Duplicated Audien 


True Story is Read Mc st 
Thoroughly. 


Collier, Lane Tour 
Western Cities 

Charles W. Collier, managing 
director of the Pacific Advertising 
Association, has begun a three 
weeks’ tour of cities in the Western 
area. He will present to advertis- 
ing groups in Los Angeles, Salt 
Lake City, Boise, Spokane, Seattle, 
Vancouver, B. C., Tacoma, Portland 
and Salem, Ore., the details of the 
Victory advertising program through 
which organized advertising in the 
West is cooperating with govern- 
ment agencies in the war effort. 

L. W. Lane, publisher of Sunset 
Magazine and president of the PAA, 
will join Mr. Collier on Oct. 26 to 
deliver messages to advertising 
clubs in Vancouver, Seattle, Tacoma 
and Portland. 


Only major magazine t) +t 
Moves with the Payro 


Newsstand Circulation 
October Issue 
VY, MILLION OVER 194 1! 


True Story is the only major magazine 
OL eagle for Wage Earners —the families 
: get 69¢ of every war dollar— 
Appoints Cole & Son 
American Cookery Magazine has 
appointed F. E. M. Cole & Son, Chi- 
cago, as Midwest representative. 
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In the November Woman’s Home Companion 
SERVICE continues in powerful volume, 
paced by a 6-page solid folio on Food. In 
this same issue are four other important 
food features and a full quota of service on 
Good Looks, Fashions, Home Equipment, 
Interior Decorating. In food advertising linage 
this is the biggest Companion since March 


1938; and in total advertising revenue, 


the biggest November issue in five years. 
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MARJORIE 


KINNAN 
RAWLINGS 


Florida sun .. . North Carolina pottery .. . silver . . . southern hospitality . . . 
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COMPANION AGAIN FEATURES 


Dora of the menus is the _ 


SOLID FOLIO OF FOOD => 


e In Mrs. Rawlings’ new book, CROSS CREEK COOKERY, 

. she tells of one of her guests, a presumably saintly author, who 

\ “questioned my ability to go off into the backwoods with a 

Dutch oven and emerge with an Emily Post dinner for twelve. 
y. He called me a* plump imposter? If these brutal charges be 


true, the cause is undoubtedly southern hot breads.” 


y at Cross Creek who gives superb cream . . . Orange Lake bream, somewhat the 


shape of a sunfish, fries to a delicate brown crispness, is a fresh-caught bar S\) ... The bird that every morning 


heralds the dawn is the game | 


AM ONE of those sometimes annoying 

people who, no matter how fatigued and 

crabbed they become as the day goes on, 
wake up bubbling with enthusiasm. Espe- 
cially in the country, a new day holds excite- 
ment and promise. At Cross Creek my game 
rooster announces the first saffron streaks of 
color in the east. He may and should be 
ignored. The redbirds are more reasonable 
fellows and greet the sun an hour or two later 
with liquid fluid notes. It would be a waste of 
good music to sleep through their singing. 

Those of us convinced of an interrelation 
of body and soul find our aesthetic delight in 
any gracious or artistic stimulus to the senses. 
We insist on love and tenderness with our pas- 
sion. We demand form of color, whether it be 
in a rose or a painting. And of our food, we 
ask that it be more than a necessity, and that 
it become transmuted into a pleasure that 
warms the being with something more than 
the mere intake of calories. My father used 
to say this grace: 

“ Receive our thanks, our Heavenly Father, 
for these mercies. Bless them to our bodies’ 
good, for Thy name's sake. Amen.” 


Most of my recipes are based on 
native * Florida ingredients. It has been my 
pleasure to experiment with them, and to hang 
tenderly over the shoulder of Florida back- 
woods cooks, often sportsmen, when engaged 
in stirring up a dish unknown to me. I have 
served them all here at Cross Creek. In pass- 
ing them on to both novitiate and initiate, to 
the amateur and to the expert, I wish that I 
might pass on the delight of the surroundings 
in which they have been eaten. There is an 
extra savor somehow in food eaten in good 
company on an open Florida veranda. We 
have for orchestra the song of birds, underlaid 
with the susurrus of the wind in the palm 
trees. We have for perfume the orange 
blossoms in season, or the oleanders, or the 
tea olive. or the sharp sweetness of burning fat- 
wood. We eat leisurely always, and sigh when 


CROSS CREEK MENUS 


ORANGE JUICE 
* SMALL CRISP-FRIED ORANGE LAKE BREAM 
* GRITS 
* Hot MUFFINS 
* KUMQUAT MARMALADE 
STRONG COFFEE 
Dora’s CREAM 


ORANGE JUICE 

CREAMED SWEETBREADS 

WAFFLES 

CHOICE OF FLORIDA HONEY, MAPLE SIRUP 
CANE SIRUP AND GUAVA JELLY 

STRONG COFFEE 

Dora’s CREAM 


* BAKED GRAPEFRUIT 
ALACHUA COUNTY COUNTRY SAUSAGI 
Corn MUFFINS 
* WiLD ORANGE MARMALADE 
STRONG COFFEE 
Dora’s CREAM 


ORANGE CuP 
SCRAMBLED EGGs 
BACON 
Hor BISCUITS 

* CHEESE GRITS 
BLACKBERRY JELLY 
STRONG COFFEE 
DorA’s CREAM 


GRAPEFRUIT JUICE 
* SAUTEED LAMbB’s KIDNEYS, SHERRY GRAVY 
TOAST 
WILD GRAPE JELLY 
STRONG COFFEE 
DorA’s CREAM 


. . . Especially in the country a new day holds excitement and promise . . . 


we think it wise to eat no more, and know 
that the food will indeed be blessed to our 
bodies’ good. 

In the morning when | am alone, | have 
coffee in bed, where | can lie and watch the 
east grow dazzling, and the redbirds who 
hush long enough to come to the feed basket 
in the crepe myrtle outside my window. When 
| have company | am up with the keynote for 
the whole day or week end. The same holds 
true for a family on holiday or vacation. The 
ordinary daily breakfast is a drab affair, with 
everyone hurrying unhappily through the nec- 
essary vitamins. A company breakfast, or a 
family holiday breakfast, can be an extremely 
festive occasion, both from bright table set- 
tings and some extra-special breaklast dish. 


In cold weather I serve in the old- 
fashioned farmhouse dining-room with an 
open lire. kor one or two guests only, I serve 
on a small table by the blazing open fireplace 
in the living-room, whose French windows 
look out across the veranda on a sunny and 
leafy fresh world. I use my gayest cloth, with 
flowers or greenery or a potted plant. 

I have made coffee in almost every known 
fashion. Good cream is the making of good 
coffee, if one uses it at all. Hoa family does 
not have a Jersey cow, like my Dora, and 
really cares about good coflee, | should con- 
sider it worth while to buy whipping cream for 
coffee and economize elsewhere if necessary. 

When I specify Dora’s butter, | am hinting 
that so generous a quantity is needed, of so 
delicate a quality, that one’s private Jersey 
cow is called for. 

It is an old tale that the south is known as 
the land of the hot biscuit and the cold cheek. 
Yet a part of the placidity of the south comes 
from the sense of well-being that follows the 
heart-and-body-warming consumption ol 
breads fresh from the oven. We serve cold 
bread only to our enemies, trusting that thes 
will never impose on our hospitality again 

M. K. K. 


* For Mrs. Rawlings’ mouth watering recipes ..... For cereals and sweets 


and fish which are alternatives for her local Cross Creek fare turn to page 126 


P : ; j | <4) Fae Pe - é et 
: ; : ae PRES fet ee : “> * al 
a 
ee; ss 
fie 
. - na wid 
“y é 
fl 7 o +’ 5 
a 7 3 3 
Bin q a \ 
Ce oh ee 
- ies me > 
a eee 
Be lie ‘ 
CE iii. 
: ae ‘ fis 
eee Pans 
d ‘ VU : 
7 ' be bi 
| ee aS 
p eee o> 
“? 
> a 
5a a '- 
| ‘ : i 
Nee: al s 
; , ai 
ae. 
a 
‘ 
bs 
a a = : a 
= po 
: .. 2 
-_-<-_ i 
- enka? 4 
Z J 
, a 
) —_ 
q jo } y oa 3 
a VL — 
_ A aus . 
4 ae as bE 
4 Y AAS = 
” ie ’ VY pipet a \ ie Pa : 
_ ©. a 2 . 
— ee -* 
; oe: 
8 aha ‘ee rae. he re Ee AT oa Ea. “a ? ip: es, : “ : son és fe ' es Saag \s Abe? : # tae € ; = ae F me re : em : * ee bie ae re bat pet be iy P| hi af Ln cg ahd 6 1 aN 3 ASS 4 | 
‘i ge te os sep: Tn oF af i ee Sin tS ee ie ere °c ay decane ers eb Rte Fe wate re, Ned Rot ad Pega Naud = : TORN ety , ; 
es She area hte ao Beeps 6 oF Nees igi nia es Pes. os eee pest cg faery ¥ ee Be. EF big, SE Fg SRE Co a bRW A Sancta ina oe , . a ‘ 


yy 


New faces — 


AKE IT A TURKEY WEEK. 

The following are menus which 

cannily absorb the added cost of 
a Thanksgiving bird, which lessen the work 
leading up to it and which make exciting 
use of post-Thursday turkey. Monday's 
dinner for six costs about seventy-five 
cents. Thanksgiving eve dinner will take 
about thirty-five minutes to prepare. We've 
left Friday for simple food and planned a 
turkey re-entry for Saturday as a possible 
welcome party dish. 

MONDAY 

Creamed frizzled dried beef. Baked pota- 
toes. Buttered spinach. Raw carrot sticks. 
Scalloped apples and raisins. 


TUESDAY 


Shoulder lamb chops, pan-baked. Diced 

yellow turnips. Stewed tomatoes with 

toast cubes. Creamy rice pudding. 
WEDNESDAY 

Tomato juice jug. Broiled frankfurters. 

Mustard pickles. Creamed potatoes. String 

beans. Mixed fruit compote. Gingersnaps. 


FRIDAY 


Casserole of macaroni and cheese. Lettuce, 
egg and tomato aspic salad with herb 
French dressing. Cinnamon prune whip. 


SATURDAY 
Scalloped turkey and oysters: bake layer of 
leftover dressing topped with diced cold 
turkey, gravy, oysters, buttered crumbs. 
Cranberry sauce. Crisp celery. Cauliflower 
and peas. Warm mince pie. Cheese. 
SUNDAY 

Turkey soup. Meat loaf, farm style (equal 
parts of ground beef and sausage). Sweet- 
sour beets. Pan-roast potatoes. Sliced 
oranges. 
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wee LET'S USE A SIMPLE MENU 
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says Sarah Field Splint 


Here is a Thanksgiving which 
thins the feast but thickens 
the blessings. A part of it is 


The rest is shared with men 
quartered in your city. The 
table though short on courses 
is long on shining silver and 
Grandmother’s china. No 
ration on hospitality and grace 
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ULE-COLOR THANKSGIVING SPREAD 
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that cooperation and simplicity are the 
style. We sent two thousand question- 
naires. They sent back a million ideas on hos- 
pitality vs. war. Reader-reporters say that 
spontaneous get-togethers are growing . . . 
that nutritious food is now accepted party 


|: ENTERTAINING, reader-reporters say 


fare . . . that midnight snacks ARE snacks 
. . . that family parties are coming back . . . 
that good conversation is now tops in enter- 
tainment. The four party ideas are from 
reader-reporters. Home Service Center 


e Hostess plans the menu and furnishes the main 
dish in generous quantity. In this case it’s a bird 
pie—turkey, chicken or what have you. Each 


couple brings one other course. Don’t ask poor 
cooks. Party planned for a dinner for eight. 


*Bird pot pie—spécialité de la maison 
Buttered peas and onions 
Crisp vegetable finger bow! 
Mrs. Robbins’ refrigerator rolls Plum conserve 
*Mrs. Bruce’s burnt almond creme Coffee 


Bird Pot Pie: A 12-pound roast turkey is eco- 
nomical to use as there will be leftovers. Cut 
turkey from bones in large pieces. Make stock 
from carcass; add enough to the drippings to 
make 6 cups gravy; season well. Add 5 to 6 cups 
meat, | can drained whole kernel corn, 3 cooked 
potatoes cut up; cool. Turn into 9-by-12-inch pan 
lined with rich pastry. Top with pastry making 
vents for escape of steam. Bake 45 minutes in hot 
oven (425°F.). Makes 12 generous servings. The 
meat and broth from a 6-pound chicken will 
make this pie. 

Burnt Almond Creme: Sprinkle | tablespoon (| 
envelope) unflavored gelatine over 4% cup cold 
water, let stand 5 minutes. Heat | cup sugar over 
low flame in heavy skillet until sugar is melted and 
browned, stirring constantly. Remove from heat, 
add Y% cup boiling water slowly being careful of 
steam. Cook until sirup is smooth; remove from 
heat. Add 4 cup dark corn sirup and teaspoon 
salt, blend. Add gelatine; stir until dissolved, add 
1 teaspoon vanilla, Chill until slightly thickened. 
Whip 14 cups heavy cream or evaporated milk 
until stiff; fold into gelatine mixture. Add | cup 
chopped toasted almonds. Chill. 8 servings. 


Mahe fon tor 


e Put the mixings on the table and let the guests 
make their own. Sandwich fillings and sauces 
for a sundae are the basis of the feast. Cups of 
hot soup can be served on the plate with the 
sandwiches. A big bow! of ice cream packed in 
cracked ice is the nicest way to serve the des- 
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sert. Precaution: Put a sturdy cloth on the table 
when the guests mix their own. It usually takes 
a beating. 


Hot Soup. 

Breads: White, rye, saltine crackers. 

Sandwich Fillings: Swiss cheese, corned beef 
mixed with pickle and horseradish, sliced sweet 
onions, snappy cheese, liverwurst. 

Condiments: Mustard, ketchup, dill pickles, 
salad dressing. 

Dessert: Make your own sundae: Ice cream. 
Chocolate, peppermint sauce, maple nut sauce, 
crushed strawberry (quick frozen) sauce. 


e This party is great fun if you don’t include 
slackers. The hostéss plans an informal dinner 
party for 12 to cost about $6.00 which is, if you 
share, 50 centS a head. Menu so planned that 
guests share the preparation, serving and clean- 
up job. All the tasks are written on slips put in 
a hat for guests to draw. No favoritism. Mr. B. 
in the picture drew the cocktail course. He 
spread the canapés, poured the vegetable juice 
and served. 


Vegetable juice cocktail 
Deviled ham on crackers 
*Meat balls in savory tomato sauce 
Rice or baked potatoes 
Green salad 
Rye bread Herb butter 
Raspberry charlotte russe Coffee 
plushbotto™ 

+p ask Lady Meat Balls in Savory Tomato Sauce: Sauté in fat 
in large kettle | cup each diced onion, celery and 
green pepper. Add 7 cups cooked tomatoes 
(2 No. 2% cans), % cup ketchup; and salt, pepper 
and sugar to taste. Bring to a boil. Mix together 
1% pounds ground beef, 2 cups fine soft bread 
crumbs, 14 teaspoons salt, 2 teaspoons celery 
seed, 144 cups milk (or % cup evaporated milk 
and % cup water), 3 tablespoons melted butter or 
fortified margarine and pepper. Shape into 1-inch 
balls; drop into hot tomatoes. Simmer covered 
25 minutes. Thicken slightly. 12 servings. 


e Reader-reporters say that a simple soft drink 
and a cooky or a hot drink and candy often serve 
conviviality these days. 
Mixed Foursome: * Moravian coffee cake, butter, 
chocolate peppermints, coffee. 
Moravian Coffee Cake: Use favorite recipe for 
refrigerator rolls. Roll out dough on slightly 
floured board into 44-inch thick circle to fit 
greased 9-inch cake pan. Cover and let rise in 
warm place until doubled in bulk. With finger 
punch heles all over top and fill holes with 
melted butter or margarine. Sprinkle top with 
Y¥, to % cup brown sugar, dust with cinna- 
mon. Bake in hot oven (400° F.) 35 minutes. 
As soon as removed from oven pour 2 table- 
spoons cream over top. Makes 6to8 servings. 


PHOTOGRAPHS BY ANTON BRUEHL 
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OWI Will Use 
Eoth News and 
Copy Techniques 


‘Each Where Best,’ 
Davis Promises NEA 
Advisory Council 


‘hicago, Oct. 
li ‘ty man’s question about the com- | 
p.cative value of news and advertis- 
i} in informational and _ inspira- 
ti nal work was answered here yes- 
te day by Elmer Davis, director of 
t! Office of War _ Information, 
speaking before the advisory coun- 
ci of the National Editorial Asso- 
cio tion. 


‘OWI has no objection to the 
techniques of advertising,” Mr. 
Javis declared, “for situations that 


can best be met by those techniques. | 


We shall use advertising techniques 


or news techniques as a given situ- | 
ation requires.” 

Mr. Davis pinned a laurel on 
Henry Doorly’s Omaha World-Her- | 
ald for the newspaper’s “extraordi- | 
narily effective salvage campaign.” | 


52 Campaigns on Tap 


Among other facets in the OWL | 
chief’s talk was his discussion of | 
the bureau of campaigns, with | 
which, he said, “you are beginning | 
to be familiar.” The bureau, he | 
reported, has some 52 campaigns | 
on tap. “Obviously, neither you, 


nor we, nor the public can keep our 
minds on 52 campaigns at once. Our 
job there is to help you by estab- 
lishing priorities among them; by | 
deciding which campaigns ought to | 
be pushed this week, which ones 
can be put off, and which ones are 


nearing their end—and that job we} 
} to do. But when we have}! 
done that, nobody can more effec- | 

ely push those campaigns than 


e newspapers which deal directly 
w.th the local interests of people in 
the home town.” 


Mr. Davis traced OWI’s efforts to | 
reduce “luxury” publications, pub- 
licity releases and _ contradictory 


statements by government officials. 
In general, he had nothing but kind | 
words for the fashion in which 


newspapers have handled war news, 


but sharply rapped such errors of 
fact as a New York headline which 
screamed “A.E.F. Invades Europe” 
when a “few dozen Americans” | 
long with “several thousand Cana- 
dians and British” took part in the 


hit-and-run raid on Dieppe. 


Sees No Respite 


The OWI official told the news- 
aper men that he recognized the 
trouble they are encountering in 
unning their businesses, but held | 
ut little hope of respite to them. | 
He mentioned the loss of key em- | 
lloyes to the armed services, the 
'rop in advertising volume, and the | 
DT regulations which interfere 
vith newspaper delivery practices. 
\lthough the government has recog- | 


ized the newspaper as an essential | 
ndustry, replacement parts are | 
tten slow in arriving, and although | 


‘he Manpower Commission recog- | 
ze the essential character of 
ew: paper work, it “has probably 
eldom saved key men for you if 
ne draft board wanted them,” he | 
iid 
Ee lier the NEA heard Mrs. Kath- 


ine Ratto, merchandising counsel 
r tire Merchandise Mart, who said 


lat advertising is being clipped of 
mart alecky” and “tricky” 
ings by the war. She believes 


943 business will be equal to 
e 339 retail figure, and predicted 
dvertising will be in demand 
siness men who want to keep 
€ir enterprises alive. “The mer- 
who employs advertising as a 
l} medium has the best chance 

y in. business,” Mrs. Ratto 
d, reminding that “the merchant 
lo an aggressive job in mer- 
sing to increase his turnover.” 


Sees Better Informed Buyer 
vertising today isn’t and can't 
rather carefree and some- 
exaggerated flash it has been,” 
varned. “Today's consumer 


me 


13.—The old pub- | 


| wants to know the whys and where- 
fores of what she buys and what 
she can buy, and what she should 
buy. The war has made Americans 
| aware of the need to use each dollar 
| wisely.” 

Col. Robert R. McCormick, editor 
end publisher of the Chicago Tri- 
| bune, addressed the meeting on 

freedom of the press in America, 
and asserted that the anti-trust suit 
|against the Associated Press con- 
stituted a movement “to strip the 
press and the people of their rights 
and liberties.” 


Durstine Named Agency 

Roy S. Durstine, Inc., New York, 
has been named agency for Crocker- 
Wheeler Electric Mfg. Company, 
Ampere, N. J. 


Zenith Campaigns 


Zenith Radio Corporation, Chi- 
cago, has released a_ sustained, 
large-space business paper adver- 
tising campaign in the _ principal 
publications circulating among 
radio and appliance dealers and fur- 
niture, department and music stores 
as a part of its effort to keep in 
touch with its peacetime selling 
organization. The business paper 
campaign supplements a_ national 
magazine campaign which opened 
recently in a long list of general 
and farm publications. 


Appoints Deibler 
R. H. Deibler has been appointed 


Pacific Coast representative for 
Electrical Equipment, New York. 


Mr. Deibler’s headquarters will be 
in Los Angeles. 


Foster Joins ‘Journal’ 

Arch L. Foster, for the past two 
years in the research and patent 
departments of Phillips Petroleum 


Company, has joined the refinery 
editorial staff of the Oil and Gas 
Journal, Tulsa, Okla. 


Lund Joins OCD 


Malcolm Lund, formerly account 
executive with Howard Swink Ad- 
vertising Agency, Marion, O., has 
taken leave of absence to join the 
Office of Civilian Defense, protec- 
tion branch, Washington, D. C. 


Names Kelly, N ason 


Kelly, Nason, Inc., New York, has 
been named agency for Ashaway 
Line & Twine Mfg. Company, Ash- 
away, R. I. 


Issues 50th Blue Book 

Signalizing 50 consecutive years 
in the field of directory publishing, 
MacRae’s Blue Book Company, 
Chicago, will soon issue its golden 
anniversary edition, containing all 
principal sources of American ma- 
terials and products. 


R & R Gets Amplex 


Amplex division of Chrysler Cor- 
poration, Detroit, has named the 
Detroit office of Ruthrauff & Ryan to 
direct its account. 


To Fuller & Smith & Ross 
Pump Engineering Service Cor- 
poration, Cleveland, division of Borg 
Warner Corporation, has placed its 
account with Fuller & Smith & 
Ross, Cleveland, effective Jan. 1 
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There’s not another like it! 


Little by little, this colossal group of figures was 
hewn from the solid rock of Mount Rushmore, 


South Dakota. 


The combination of patience 


and unceasing labor brought about the crea- 


tion of an unduplicated work of art. 


Little by little, over a period of 17 years, more 
and more people in Southern New England 
have formed the habit of listening regularly 
to WTIC. And, when we realize that these 
same listeners can claim a 12.9‘; greater radio 


ownership and a 50.8°, 


higher effective buy- 


ing income than the national average, small 
wonder that we say 


THERE'S NOT ANOTHER LIKE IT! 


ie _ 
Lae 


ROUTE TO AMERICA’S NO. 1 MARKET 


The Travelers Broadcasting Service Corporation 


? ‘Member of NBC and New England Regional Network — 
) i ins _— & COMPANY, New York, Bo 
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October 19, 1942 


Operations of 
Representatives 
Organization Told 


Chicago, Oct. 13.—The aims, pur- 
poses and accomplishments of the 
American Association of Newspaper 
Representatives, organized at Co- 
lumbus last spring, were explained 
to the members of the Newspaper 
Advertising Executives Association 
here yesterday by Ray H. McKin- 
ney, J. P. McKinney & Son, New 
York, who is president of the rep- 
resentatives’ organization. 

Mr. McKinney emphasized in par- 
ticular that the national organiza- 
tion of newspaper representative 
firms is in no sense a “war baby” or 
a temporary expedient, but is a de- 
termined, well-thought-out attempt 
to improve newspaper selling condi- 
tions and is geared to constructive 
effort. To emphasize the character 
of the association, he read the fol- 
lowing statement of objectives from 
the association’s constitution: 


Objectives Stated 


“The purposes for which this as- 
sociation is organized are: to ele- 


| vate the standards of practice of the 
|business of serving newspapers in 
the general advertising field; to en- 
/hance the value of newspaper ad- 
vertising by encouraging research, 


united selling and promotional ef- | 


forts, improving the technique of 
newspaper advertising space, coop- 
erating with the several agency, 
advertiser and newspaper organiza- 
tions through the medium of ap- 


pointed committees; to resist unfair, | 


illegal and unjustified attacks on the 
business of legitimate advertising 
and selling; and to establish, in 
general, a 
our affairs.” 

The association, Mr. McKinney 
said, has already accomplished three 
things: 

It has succeeded in securing the 
abandonment of destructive selling 
|'methods; it has organized commit- 
tees to discuss and thrash out mu- 
tual problems with advertisers and 


|agencies; and it has developed new | 
| business committees, operating par- | 


ticularly in New York and Chicago, 
which have already demonstrated 
|their effectiveness. Mr. McKinney 
| paid special tribute to the work of 
| the new business committee operat- 
|ing in Chicago under the chairman- 
| ship of J. H. Sawyer, Jr., of Sawyer- 
Ferguson-Walker Company. 


| presentation which the New York 


high ethical conduct of | 


Mr. McKinney displayed a slide | 


ADVERTISING AGE 


| committee showed to one advertiser, 
emphasizing that the representa- 
| tives’ new business committees have 
been drawing heavily upon the fac- 
|tual and promotional resources of 
‘the Bureau of Advertising for much 
of their material. 
the representatives’ organization is 
taking pains to supply a “theme 


song” to individual newspapers in| 


all cases, so that these newspapers’ 
local men can carry the story to 


branch managers and other local 
representatives of companies con- 
tacted. 


He emphasized, however, that the 
| work of the new business commit- 
tees operating in New York, Chicago 
and other areas, while highly im- 
portant, was not to be considered 
the only or even the most important 
‘activity of the association. Its prin- 


cipal function, he reiterated, is to/| 


|raise newspaper selling—and buy- 
ing—to a new high ethical and 
scientific plane. 


Two-Man Teams Working 


Mr. Sawyer wound up the associ- 
ation’s presentation with a detailed 
analysis of the work his committee 
has done and is doing. He reported 
that two-man teams have been set 
up to contact all major advertisers 


adequate space in newspapers. 
| These teams develop, formulate and 


those are network calibre. 


“WGY.” 


that the masters of literary 


Speaking of Elections— 


OUR NOMINEE 


for the most important non-network program 


is Seakiig EG Zcoke 


HEN Eric Knight, author of ‘*This Above All,” 
Elissa Landi, glamorous stage and screen star 
and a novelist in her own right, and Granville Hicks, 
author of the outstanding novel “Only One Storm,” 
appear together before a microphone, you would 
expect that mike to bear a network label. Names like 


When this actually did happen, the mike said 


The reason is that we've got a unique show here 


craftsmanship have greeted 


GENERAL @ ELECTRIC 


WGY 


* airea’s highest power 


* airea’s NBC station 


* airea’s lowest frequency 


vestigate? 


a 


In “41-42 
Eric Knight 
Jan Valtin 
Erskine Caldwell 
Rockwell Kent 
Princess Sapieha 
Lord Marley 
James T. Farrell 
Fannie Hurst 
Sally Benson 
Lewis Gannett 
Margaret Leech 
Rex Stout 
Granville Hicks 
Irita Van Doren 
Elissa Landi 
Konrad Bercovici 
Curt Riess 
Vicki Baum 
“Ellery Queen” 


Emile Gauvreau 


Jerome Weidman 
Bruce Bliven 
Hans Habe 
Carl Crow 
Malcolm Cowley 


Carl Carmer 


Louis Fischer 


etc . 


with gusto. ‘‘Speaking of Books” brings authors and critics together in a literary duel, a 
clash of highly charged personalities that has made copy for Walter Winchell, headlines 
for ‘‘Variety”’ and listening pleasure for radio fans in 17 states and Canada. 


“Information Please’ has given evidence that the celebrities of the literary world can 
put on a show that is sparkling and entertaining. If 
any further proof is needed, we refer you to the mail 
count for ‘‘Speaking of Books.” 


With two big seasons behind it, “Speaking of 
Books”’ returns to the air October 2nd. Care to in 


Woy .7398 


He also said that | 


in the Chicago area who do not use | 


ADMEN, REPRESENTATIVES ATTEND NAEA MEET 


Among those who took part in the sessions and corridor parleys last week of th 
Newspaper Advertising Executives Association meeting in Chicago were (left + 


right) R. A. Pratt, national advertising manager, Peoria Journal-Transcript; A. W 

Stark, advertising director, Dispatch-Herald, Erie, Pa.; Lee A. Ward, presiden 

and Bill Virtue, Ward-Griffith Co.; and Earl Maloney, advertising director, Peori 
Journal-Transcript. 


Joseph X. Gooris, ANPA Bureau of Advertising; J. H. Sawyer, Jr., Sawyer 
Ferguson-Walker Co.; and W. F. Johns, Ridder-Johns, Inc. 


| present a plan to the advertisers as- 
|signed to them, again working 
closely with the Bureau of Adver- 
tising, and insofar as possible de- 
veloping material of special signifi- 
cance to the particular account for 
| which it is developed. 

| He reported the organization’s 
success in building an 808-line color 
| unit on comic pages which intrigued 
Pepsodent to the extent of giving it 
pan extensive trial, with good results, 
j}and in addition gave data on other 
|advertisers whom the Chicago group 
| has contacted, several of whom have 
adopted the ideas advanced. One of 
the most interesting exhibits Mr. 
Sawyer showed was that of color 
tie-ups with local grocery copy in 
r.o.p. space, indicating how the com- 
/mittee’s first development of color 
copy on comic pages has now been 
put to use On grocery pages. 


REPRESENTATIVES AND 
AGENCIES CONFER 
| Chicago, Oct. 14.—The agency 
| relations committee of the American 
| Association of Newspaper Represen- 
| tatives, headed by Herbert Moloney 
Paul Block Newspapers, and the 
newspaper relations committee 
the American Association of Adver- 
| tising Agencies, headed by H. H. 
Kynett, Aitkin - Kynett Company, 
Philadelphia, met here yesterday in 
the first of a series of conferences. 
The meeting laid the groundwork 
for cooperative action between the 
two organizations, designed to im- 
prove the newspaper selling tech- 
nique and encourage better buying. 
The representatives told the agency 
men that they were not primarily 
interested in the specific points 
which have been the bone of con- 
tention at innumerable agency and 
newspaper meetings, but rather that 
their desire was to set up a method 
by which information and sugges- 
tions might be exchanged which 
would help in making more infor- 
mation about newspapers available 
to agencies and would at the same 


time contribute to better advertis- 
ing techniques. 
They pointed out, among other 


things, that they hoped to encourage 
by example the highest type of 
solicitation, and that they would do 
all in their power to eliminate de- 
structive selling. The operation of 
the representatives’ new business 
committees was explained and it 
was pointed out that these commit- 
tees plan to work with agencies and 
submit material to agencies for 
comment and criticism wherever 
possible 


‘ 
oO 


of | 


Philadelphia Adman 
Scores ‘Test Ads’ 


Advising advertising men _ to 
reject all “try-out test adverti-c- 
ments” suggested for daily news- 


| papers, George Steele, retail adver- 


tising manager of the Philadelphia 
Evening Bulletin, recently told a 
meeting of the Interstate Advertis- 
ing Managers Association at Harris- 
burg, Pa., that “Advertising is not 
on trial, it has proved its worth a 
thousand times.” 

“Advertising is a course of treat- 
ment, not a shot in the arm,” he 
said. “Don’t put your paper on the 
spot with ‘try out’ one-time adver- 
tisements.” 


Names Duncan Scott 


Liberty, New York, has named 
Duncan A. Scott & Co., Los Angeles, 
West Coast representative. 
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Goodrich Creates New 
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@ The sensational speed with which 
America’s combined Automotive 
Industry is producing materials of war 
is one of the outstanding Industrial 
Achievements in the World’s History. 


Up to July, America had called on our d 


Automotive Plants to turn out some 14 
billion dollars worth of war materials... 
including three-fourths of all scheduled 
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Hoffman Reelected President 


Albert Hoffman, San 
Was reelected President 
seciation for the 
tive term, and be 
in the 4SsoOciation’s 46-year 
to be so honored pe 

: 


Francisco, 
of the as- 
seventh consecu- 
came the first man 


Id out one 


hopeful fact: 
ne Opeful fact: that 


printing machinery jn. 
NOW converted 100 
Production, 


las 


per 
there is on 


history 


« f b G 
a fos\ 


ae , 


TRADITION 


all machine guns, two-fifths of all tanks, 
half the Diesel engines, 100% of the motor- 
ized vehicles and hundreds of other items. 


By applying their genius for Mass Pro- 
uction Methods the 986 automotive 


plants in 31 states are meeting these stupen- 
dous demands... and in many plants schedules 


are being beaten. 


CONSOLIDATED (227 PAPERS 
AT UNCOATED PAPER PRICES 


@ The development of startling and tradition- 
shattering methods of making things faster, better 
and for less has long been a habit with American 
Industry, both in peace and war times. A typical 
example of such an achievement occurred in 1935 
when Consolidated produced enamel coated 
printing paper so speedily and economically 
that it could be sold in the low price range of 


unc¢ vated stocks. 


This Consolidated achievement made it pos- 
sible for Printers, Publishers and Advertisers to 
use coated paper as extensively as they wished, 
obtaining all the advantages of clearer reproduc- 
tions of engravings and type without paying pre- 


mium prices for paper. 


The laste barrier to High Quality Printing 
was broken down. No longer was it necessary 
for anyone to wonder if he could afford 
coated paper... for Consolidated Coated 
was available at a price no greater... and in 
many cases less... than that of uncoated stocks. 


Production Gloss Coated... Modern Gloss 
Coated ... Production Coated E. F... . Lake- 
land Coated... these are the four famous 
Consolidated brands. Made for various 
purposes, one is almost sure to fit your require- 
ments. Write us for printed samples, or ask 
your paper merchant or printer how you can 
save by using Consolidated Coated. 


CONSOLIDATED WATER POWER & PAPER COMPANY 


MAIN OFFICES 
WISCONSIN RAPIDS, WISCONSIN 


Four Modern Mills . . 


SALES OFFICES 
135 SO. LASALLE ST., CHICAGO 


. All in Wisconsin 
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ing the cosmetic industry is the | Canadian Prestone Copy 


Cosmetic Men to 
Sustain Promotion 
Despite Shortages 


New York, Oct. 15.—Despite the 
fact that a shortage of cosmetics 
merchandise is anticipated for the 
post-Christmas season, manufactur- 
ers will try to maintain an equi- 
table distribution of available sup- 
plies, at the same time continuing 
their promotional efforts to preserve 
brand identity, Herman _ Brooks, 
president of Coty, Inc., and head of 
the Toilet Goods Association, de- 
clared this week before the fall con- 
vention of Affiliated Drug Stores. 

Even in the holiday season ahead 
some pinches will be felt, Mr. 
Brooks indicated, as a _ result of 
wider demands by women workers 
and increased purchasing power. 
Generally speaking, however, he re- 
flected no pessimism with respect 
to the gift market. Chief point of 
concern at the present time is a 
clarification of OPA’s regulations 
governing pricing for Christmas 
packages. This is expected to be 
solved without difficulty. 

The major over-all problem fac- 


acute shortage of imported essen- 
tial oils, which normally come from 
virtually all parts of the world, Mr. 
Brooks said. Among the conserva- 
tion practices instituted by manu- 
facturers he listed the elimination 
of samples for promotional pur- 
inasmuch such packages 
are included in production quotas. 
The need for continued advertis- 
ing was also emphasized by Richard 
Manville, research director, Dona- 
hue & Coe, who asserted that the 
only way manufacturers as well as 
retailers can hold on to their most 
valuable franchise, customer good 
will, “is to maintain promotional! 
efforts in the trying days ahead.” 


poses, as 


Sees Trade in Favored Spot 


“Used wisely, advertising will 
help you sell more economically, 
help maintain volume and provide 
insurance of your store or brand 
name until peace returns,” he said. 

Mr. Manville quoted Department 
of Commerce figures pointing to a 
relatively optimistic outlock for 
drug stores during the coming year. 
For the first six months of 1943 the 
expectation is for no change in drug 
store dollar volume, he said, while 
sales in other types of retail out- 
lets are expected to decline from 12 
to 75 per cent. 


Warns ‘None This Year’ 


Although there will be no sup- 
plies of Prestone available to 
civilians in Canada this year, Cana- 
dian National Carbon Company, To- 
ronto, has launched an institutional 
campaign for its anti-freeze product 
in nine magazines. Initial copy was 
headed “Sorry we can’t serve you 
this year . * and explained that 
the government’s need of critical 
materials precluded the use of Pres- 
tone for any but military uses. 

Spot announcements on 32 radio 
stations also will carry the message 


throughout the fall season. The 
two-color page copy in magazines 
has been scheduled for two and 


three insertions. Locke Johnson & 
Co., Toronto, is the agency. 


To Dairy Commission 
Frank F. Barker, Des Moines, 
Ia., has been appointed executive 
secretary of the Iowa dairy industry 
commission, succeeding Frank R. 
Galer, who has become merchandis- 
ing representative for the American 
Dairy Association at Milwaukee. 


Jones to Cleveland 


Gordon Gray Jones has been 
appointed by Wesco Waterpaints, 
Inc., to extend Wesco services to 
customers in the Cleveland area. 


Mr. Jones has been sales manager 
of defense materials at Wesco’s 
headquarters in Boston. 


vertising men. 


October 5 Washington = officials 
continue to bare their teeth at the 
Little Red Riding Hood of business. 
Today I counted three dire predic- 
tions in the morning headlines, and 
read several more in a Washington 


newsletter. Sure, things are going to 
get tougher and tougher; but we 
could meet the real problems with 
steadier nerves if there weren't so 
many big, bad wolves making faces 
in the dark 


October 6. Today | was getting 
out a piece of fine printed matter—a 
reproduction of a rare object of art, 
intended to be preserved as such. I 
had helping me a first rate art direc- 
tor and upper case Typographer It 
might be supposed that with such 
talent and experience as the three of 
us possessed we could have gone di- 
rect to the creative mark, and pro- 
duced the final and perfect form at 
first trial But it took a dozen dum- 


mies before we were satisfied to let 
one go to the printer Inspiration 
and flair are great qualities in this 


business, but for real results give me 
the man who never quits trying 


October 7 Visiting this evening in 
the home of a couple with young chil- 
dren, | heard the wife say: “Sunday 
is such a long day; let's plan now 
something to do on this coming one.” 
A very significant remark, | thought, 


and an expression of what millions 
feel among our urban families. With 
the Sunday automobile ride passing 
out, what have you to offer against 
the tedium of the American Sunday, 
Mr. Advertiser? Perhaps this is the 
chance for our churches to modernize 
their appeal and stage a come-back 


October &. It is interesting to ob- 
the differing effects of the war 
1 find some eli- 
spiritually 
ditieulties 
listened to 


serve 
on the human spirit 
are already 
the mounting 
But today 1 


ents who 
licked by 


they face 


The Diary of an Ad Man 


This diary embraces the observations and reflections of 

one of America’s most prominent and widely known ad- 

It is presented in ADVERTISING AGE weekly, 

exactly as written, without benefit of “editorial direction” 

of any kind. The author is glad to receive comment, but 

cannot answer letters, except as he may find it appropriate 
to do so through the column. 


one present to his board of directo, 


a plan for a new and = far-seei: 
development of their business—o; 
which required a large investme: 


now for post-war fruition. Its re 
ception demonstrated again tl} 
magic truth in Daniel Burnham 
phrase: Make no little plans 


October 4 The 
advertising is now 
accepted as an essential tool = « 
business would amaze a practition« 
of twenty years ago. Today I talks 
with a client who literally has 1 


degree to whi 
understood ar 


selling problem: all he has to do 
to allocate to his distributors tha 
part of his production which = th: 


Army has not taken. Yet he told n 
that his directors, including a banker 
had approved a recommendation « 
mine for the doubling of their appro 
priation Prelude to a 
week-« nd ! 


pleasat 


October 10.) Gave my annual cider 
making party at the farm. Long ag 
learned that week-end guests ar 
happiest when Kept at work An ol 
fashioned, hand cider press and bush 


els of apple culls are ideal for the 
purpose Rach guest departs wit 
his own gallon jugful, pleased a 


Punch with himself And | conten 


plate the barrel in my cellar wit 
equal satisfaction 
October 11 Dipped into one 


the Unity of 
sued by the 
Most of it 


Science series being is 
University of 


bevond me 


Chicage 


which cor 


Vinceed me again that science need 
englishing by ad men ut one sec 
tion on the part which controlles 
experiments have played in the dé 


Velopment of the physical science 


proved extremely interesting. We 
will never bring a real science 

advertising into being until we find 
better Ways to use this experiments 


technique 


Mail Order Sales 
for Year to Date 
Show Varied Loss 


Chicago, Oct. 14.—Sales of the 
country’s largest mail order houses 
presented a confused picture as the 
end of the third quarter sales 
period came. Montgomery Ward 
& Co. was able to report'a 2.87 per 
cent increase over September of last 
year, but Sears, Roebuck & Co, 
Butler Bros. and Spiegel, Inc., °"' 
showed losses for September. Only 
Butler Bros. reports an increase in 
sales thus far in 1942 over last year. 

In September, Montgomery Ward 
& Co. reported sales of $61,495,048, 
compared with $59,780,259 a year 
ago, an increase of 2.87 per cent; 
Sears, Roebuck & Co. showed Sep- 
tember sales of $80,527,208 com- 
pared with $85,714,253, a decrease 
of 6.1 per cent; Butler Bros. showed 
consolidated sales of $11,961,333 
compared with $12,462,438 a yea 
ago, a decline of 4.02 per cent; and 
Spiegel, Inc., reported September 
sales of $3,525,028 compared with 
$4,534,856, a decrease of 22.6 per 
cent. 

Although Montgomery Ward re- 
ported a gain for September, it was 
the first month in which the titan’s 
sales have passed any 1941 month. 
The company’s sales are off 2.95 per 
cent for the first eight months; Sears 
sales are off 7.2 per cent for the 
first eight months: Butler Bros. con- 
solidated sales show an increase of 
15.83 per cent for the year so far; 
Spiegel reports a 20.43 per cent 
decrease for a nine-month period. 


Barn Dance Adds Pinex 

The Pinex Company, Ft. Wayne, 
Ind., maker of Pinex cough syrup. 
has signed for a half-hour period 
on the National Barn Dance, WLS, 
Chicago, for 22 weeks. The Pinex 
portion of the program will be heard 
from 10 to 10:30 p. m. The contract 
was placed through Russel M. Seeds 
Company, Chicago. 


Froelich Advanced 


Michael H. Froelich, formerly as- 
sociate editor of Aero Digest, New 
York, has been appointed managing 
editor. 


BALTIMORE'S BLUE 
NETWORK 
OUTLET 


John Elmer, President 
George H. Roeder, Gen. 


2 National Representatives: 
- SPOT SALES, INC 
New York - Chicago - San 
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Three-Way ‘Rain 
Drops’ Promoted 
ia Coast Dailies 


San Francisco, Oct. 14. — Rain 
ops—a new combination water 
ftener, soap supplement = and 


iing—manufactured by Bu-Tay 
nducts Company, Los Angeles, is 
ng promoted via newspaper test 
xy in northern California. 

tain Drops, which are said to 
jlicate no other product, were 


ol ull. i alae 


d 

d: veloped to solve the time problem 
fo over-busy wartime housewives. 
T e new product, copy says, sets up 
a short cut in washing by saving 
th: separate rinse; acts as a wate! 
its 


soitener, and with cleansing 


5 SOFTENS WATER billows mild soap into 
loads of soft, penetrating suds,csew sn the hard 
est water cleans thoroughly without harsh 
chemual acuron makes clothes and linens 

-\ lastlonger keeps your hands soft and lovely 
SAVES SOAP Saves 00 soap two ways 

(H) sofeens hard water . (2) contains a special 

«cleansing agent that cuts stubborn grease and 

4 -tasns. Elminates greasy him and ring help 
A bess soap do « better sob 

(3 BLUES  Dissolves instantly turns waters 


beauutul, sparkling blue makes the clothes 


blue suds wees separate blarmg 


even 


agent cuts the grease and stains and 
gives soap a chance to act efficiently. 
By adding a sparkling blue color to 
the water, Rain Drops are featured 
as giving color appeal to the cus- 
tomary grey dishwater and a new 
thrill to the bath while at the same 
time eliminating the “bathtub ring.” 
Pion ig a new field, the com- 
iny est problem has been 
vhere to display the product in the 
ocery store, as it is not a soap, 
nor a bluing, but a supplement that, 
advertising copy reads, 
“Gives Soap a Lift.” 
Gerth-Pacific Advertising Agency 
directs the account. 


as Line 


KTHS Changes Hands 

Some weeks ago, in reporting the 
change in ownership of Station 
KTHS, Hot Springs, Ark., ADVERTIS- 
ING AGE incorrectly said that KTHS 
was located in Little Rock, Ark. The 
management of KWKH and KTBS, 
Shreveport, La., headed by John C. 
McCormack, recently formed a new 
company called Radio Broadcasting 
Inc.. and acquired Station KTHS, 
Hot Springs, which formerly was 
managed by the Hot Springs Cham- 
ber of Commerce. 


Zimmerman Named Editor 
Charles H. Lipsett, publisher of 
the Daily Chemical Market, the first 


issue of which was published Oct. 
10, has appointed Dr. J. Zimmerman 
editor-in-chief. Offices are located 


at 133 W. 21st street, New York. 


——— 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KFH 


WICHITA 
KANSAS 


C | Any Edward Petry Office 


—, 


Stodel Has Beneficial’s 


Radio Account 


An erroneous news release re- 
ported recently that Hillman-Shane- 


Breyer, Los Angeles, had _ been 
appointed agency for Beneficial 
Casualty Insurance Company, Los 
Angeles. This is correct only so far 


as the direct mail division of the 
company is concerned. 

All radio advertising for Bene- 
ficial continues to be placed by Ed- 
ward Stodel Advertising Agency, 
Los Angeles. 


Names Gray & Rogers 


Carey-McFall Company, Phila- 
delphia, has named Gray & Rogers, 
Philadelphia, to direct advertising 
for Betsy Ross venetian blinds. 


Export Budgets 
Holding Up Well, 
Survey Indicates 


Washington, D. C., Oct. 13.— 
Partial returns from a joint survey 
of export advertising by the Coor- 
dinator of Inter-American Affairs 
and the Department of Commerce 
indicate that increases in the food, 
drug, motion picture and petroleum 
industries this year may largely 
offset declines in advertising by the 
automotive and consumer durable 
goods industries. 

Tabulation of 
more than 100 of the 1,300 firms 
that Coordinator Nelson A. Rocke- 
feller has urged to maintain their 


the budgets of 


export advertising expenditures in 
the Latin American republics, re- 
veals that their 1942 expenditures 
in that field, actual or planned, total 
more than $7,000,000. 

Joseph C. Rovensky, assistant 
coordinator, although admitting 
that it was too early to draw definite 
conclusions on the drive to main- 
tain budgets, reported recently 
that almost all of the advertisers 
contacted have definitely agreed to 
maintain their present schedules in 
1943, while some will increase thei 
budgets substantially. 


To Parker-Allston 
European General Reinsurance 
Company, New York, has appointed 


Parker-Allston Associates, New 
York, as advertising counsel. 


To Radio Magazines, Inc. 


Radio, the radio industry’s oldest 
publication, is now owned and pub- 
lished by Radio Magazines, Inc., 132 
W. 43rd street, New York. Officers 
of the company are Lee Robinson, 
president and publisher; M. L. 
Muhleman, vice-president and edi- 


tor; S. R. Cowan, treasurer and 
business manager. The new cor- 
poration will work in close coop- 


eration with Cowan Publishing Cor- 


poration, which will continue to 

publish Radio Service-Dealer. 

‘All Hero Comics’ Bows 
Fawcett Publications, New York. 


has published the first issue of a 
new comic magazine called All Hero 
Comics. The publication will be 
issued bi-monthly and advertising 
will be accepted. 


Companion 
More 


copies, 


manifold paper. 


ADIRONDACK LEDGER 


water-marked 
ledger sheet; for accounting and 


Economical, strong, 


records. 


SPRINGHILL 


Tag — Index — Bristol 


INTERNATIONAL MIMEO SCRIPT 


Ideal for mimeo work 


INTERNATIONAL DUPLICATOR 


clear reproduction, 
in gelatin or spirit process. 


BEESWING MANIFOLD 
Strong, light-weight, water-marked 


War production greatly depends upon paper! 
All war material must be PLANNED, specified, sched- 
uled, routed and recorded —on paper. For all printed 
factory and office forms ...use ADIRONDACK BOND, 
an outstanding economical, watermarked 100% sulphite 
bond paper that can “take it,” printed, typed or written. 
Stock sizes and weights, in white and six colors, are avail- 


able from your nearest merchant. 


ADIRONDACK BOND 


A Product of 


INTERNATIONAL PAPER CO. 


220 EAST 42ND ST, 


PAPERS FOR PRINTING AND CONVERTING 


NEW YORK, N.Y. 


THOUGHTFUL PLANNING IS A SERVICE TO THE NATION 
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Advertisers’ Aid 
Sought in Cutting 
Down Accidents 


Appalling Losses 
Cited by National 
Safety Council 


New York, Oct. 14.—In an effort 
to spread the story of the appalling 
toll in human misery and war pro- 
ductivity exacted every year by ac- 
cidents, the War Production Fund 
to Conserve Manpower is currently 
stepping up its campaign to enlist 
the support of all advertisers. 

Spurred on by the unpleasant fact 
that the intensification of the war 
effort had brought with it stagger- 
ing increases in the accident rate 
this year, the Fund is seeking $5,- 
000,000 to enable the National 


INDUSTRY SUPPORT 


HE SMT ERwA WAL Witee WPANY (MC 6) wel Brieet Mee torn & 


This full-page copy in magazines and 

| business papers is typical of the support 

being given by individual companies to 

the National Safety Council's program 

to prevent accidents in busy industrial 
plants. 


Safety Council to expand its efforts | 


among the nation’s 171,000 indus- 
trial plants currently lacking organ- 
ized activities of this kind. Only 
25,000 plants are said to be operat- 
ing adequate safety programs at the 
present time. 

Typical of the support being given 


the project by prominent advertis- 
ers is a full-page advertisement 
sponsored by International Nickel 
Company in current issues. of 


Forbes, Modern Industry and Time, 


and scheduled for the November 


issue of Dun’s Review. Headed, 
“What are accidents costing in 
terms of war production?” the dra- 
matic piece of copy points out that 
11,600 workers are killed or injured 
every day — “a staggering loss to 
America’s output of fighting equip- 
ment.” 


Others Follow Suit 


Other companies which have sig- 
nified an intention to devote adver- 
tising space to the safety crusade 
are Babcock & Wilcox, Acme Steel 
Company, Allegheny-Ludlum Steel 
Corporation, Bethlehem Steel Com- 
pany, Molybdenum Corporation and 
Inland Steel Company. 

The War Production Fund to 
Conserve Manpower, which is 
headed by William A. Irvin, United 
States Steel Corporation, is now 
preparing special copy, in the hope 
that more and more advertisers will 
be willing to allot space to this vital 
work. One striking advertisement, 
which will undoubtedly attract con- 
siderable attention soon, shows a 
group of factory workers lined up 
before a Nazi officer who com- 
mands: “You Who Are About to 
Die—Step Forward!” 

“Yes, and those who will be seri- 
ously injured... 

“Let the man who is going to get 
killed—and the two as good as dead, 
step forward! 


IN 90 YEARS OF MAKING BETTER PAPERS 
for scores of industrial uses, the Sorg organi- 


zation has achieved an assured 
paper-making art. Throughout 


Sorg has been constantly striving in its labora- 
tories to create better papers to meet a multi- 


tude of needs. And... 


TODAY, THE SORG LINE includes papers as 
light as Facial Tissue, and as heavy 
as 150 points in thickness. Its mills 
are busy now, making Insulating 


Kapok for airplanes and other 


uses; tough, fire-proof Blackout 


EXPERIENCE 


makes the master! 


mastery of the 
all those years, 


per; map paper; flame-proof paper; Bacteria- 
Free paper for cups, soda straws and other food 
packaging or handling. Of course, Sorg produces 
the regular standard papers, including... 


SUPERIOR OFFSETS, Tag papers, and Bristols 
for card indexing and many other uses. And 


when it comes to tough papers, Sorg’s superiority 


Pa- 


REC us pat off 


is also fully evident. 


. . Whatever its size, 


weight, quantity, color — Sorg ts 
equipped to make paper for your 
product — now. Write — wire — 
or ‘phone your needs — we are 
here to serve you. 


THE SORG PAPER COMPANY .. . MIDDLETOWN, OHIO 


Manufacturers of a wide variety of Fourdrinier and Cylinder papers ... Specially constructed papers made to individual orders. 


STOCK LINES: Equator Offset ¢ Equator Index 


Bristol © Cream Sorex © White 
Document @ Buckhide Tag 


Card @ Middletown Post Card 
DBL (Double Bleached Lined) 


Sorex @ No. 1 Jute 
Valley Cream Post 
For Converting Use 
DIP (Dyed-in-Pulp) 


High St 


CHICAGO OFFICE: Daily News Bldg 
NEW YORK OFFICE: 
REPRESENTATIVES, BOSTON: C. H. Dodge, 10 
ST. LOUIS: H. I 
LOS ANGELES: N. |! 


370 Lexington Ave 


Bouts, Ambassador Bldg 
Brinker, 122 S. Central Ave 


INTENSIVE DISCU 


SSION AT NAEA 


W. L. Arthur, Chicago Daily News; Sid Phillips, Columbus State Journal; an 
George Hartford, general manager, Chicago Daily News. 


Karl T. Finn, advertising director, Cincinnati Times-Star; J. Frank Duffy, Gannet+ 


Newspapers; and R. A. Wolfe, a 


dvertising director, Dayton News. 


“No, this is not Nazi Germany, 
with the firing squad, the rifle shots 
and the grey wall red in the morn- 
ing sun. 

“No, this is America and the Pro- 
duction Line and the enemy 
issuing that command is an Inner 
Enemy whose name is Accident... . 
an enemy who this day will inflict 
more casualties on our manpower 
than all the Axis countries com- 
bined.” 

Actual Losses Shown 

The copy then proceeds to list 
these bits of stark reality: since 
Pearl Harbor 11,600 war workers 
have been killed or injured every 


|day—on or off the job; since Pear] 


Harbor a total of 36,000 workers 
have been killed outright; since 
Pearl Harbor accidents have cost 
the nation $4,400,000,000. 

In communities and plants where 
safety programs have been insti- 
tuted, it has been demonstrated that 
accidents can be cut down from 20 
to 85 per cent. Using the minimum 
figure, in terms of war production 
this would mean 800,000 fewer in- 
juries to war workers; 100,000,000 
man-days of production saved to in- 
dustry; 800,000,000 man-days saved 
to the nation. 


The $5,000,000 safety fund sought 


is regarded as the minimum amount 
needed for the next two years to 
control accidents to workers on and 
off the job. The program came into 
being following a proclamation by 
President Roosevelt last spring, 
calling on the National Safety 
Council “to mobilize its nationwide 
resources in leading a concerted and 
intensified campaign against acci- 
dents.” 

Initial subscriptions to the fund 
by leading industrial organizations 
indicate general acceptance of a 
“yardstick” covering not less than 
one-eighth of one per cent of 1941 
earnings. A Publicity Cooperation 
Committee appointed by the War 
Production Fund to Conserve Man- 
power is headed by William G 
Chandler, Scripps - Howard News- 
papers. Also serving are Douglas 
Auchincloss, Time, Inc.; William 
Chenery, Collier's; J. V. Connolly, 
King Features Syndicate: Fred S. 
Ferguson, N. E. A. Service: Ben 
Hibbs, The Saturday Evening Post: 
James H. McGraw, McGraw-Hill 
Publishing Company; Lawrence B. 
Morris, Radio Corporation of Amer- 
ica; William S. Paley. Columbia 
Broadcasting System: George T. 
Schaeffer, Radio - Keith - Orpheum 


Corporation; Arthur Hays Sulz- 
berger, New York Times: Niles 
Trammell, National Broadcasting 


Company; and William G. Warner, 
McCall Corporation. 


Advertising Council 


Names New Directors 

The expanding program of the 
Advertising Council, New Y: 
has resulted in the addition of ei.ht 
more members to its board of direc- 
tors. 

The newly-elected men are W'|!- 
liam Howard, vice-president, R. H 
Macy & Co.; Stuart Peabody, vice- 
president, Borden Company; Vernon 
Beatty, advertising manager, Swift 
& Co.; Carleton Healy, advertising 
manager, Hiram Walker; Allen L 
Billingsley, president, Fuller 
Smith & Ross; Thomas D’A. Bro; hy 
president, Kenyon & Eckhardt 
Richard Compton, president, Comp- 
ton Advertising: and William Rey- 
del, partner, Newell-Emmett Com- 
pany. 


Foot Rest Names Agency 
Krippendorf - Dittman Company, 
Cincinnati, manufacturer of Foot 
Rest shoes, has appointed Keeler & 
Stites Company, Cincinnati, as its 
advertising counsel, effective Nov. | 
Magazine, business paper and direct 
mail advertising will be used 
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Post-War Planning 


How Business and Industry Is Preparing 
for a Peace-Time World 


| Edited by RALPH O. McGRAW 


Getting Ready for 
Tomorrow's Markets 

Four major questions to be taken 
ino consideration in organizing for 
eccaversion of marketing operations 
fo’ the peacetime era are enumer- 
at-d by S. A. Holme of the market 


The capacities, properly distributed, 
will be adequate, the report indi- 
cates. 


Dehydration will not only revo- 


lutionize food processing and the 
control of food processing, but 1 


re earch section, General Electric | will also revolutionize food distribu- 
Company, in an article, “How to/tion, Ivan Miller points out in 
O:ganize and Conduct Post-war “Revolution Comes to the Food 


Planning Activities,” in the October | Industries” in October Food Indus- 


In lustrial Marketing. They are: tries. The process which leaves but 
From what customers and/three or five per cent of the water, 
industries does the sales depart-| which is the greater part of most 


ment expect to obtain the bulk of 


foods, reduces its weight from one- 
quarter all the way down to one- 
twentieth of the original, and then 
may be compressed still further. 
This reduction in weight and bulk 
already is’ revolutionizing food 
transportation and will have far- 
reaching effects on foods now dis- 
tributed as perishables, such as 
milk, eggs, meats, vegetables and 
fruits. 


MacDougall to ‘Oil Journal’ 


The Petroleum Publishing Com- 
pany, Tulsa, has appointed Robert 
C. MacDougall as circulation man- 
ager of The Oil and Gas Journal. 
Mr. MacDougall formerly was with 
F. W. Dodge Corporation, New 
York, as circulation manager of 
Architectural Record and Real 
Estate Record. 


| Stone Joins WPB 


Harold R. Stone, vice-president of 
Pacific National Advertising Agency 
and manager of its Portland, Ore., 
office, has been appointed coordi- 
nator of campaigns for the War 
Production Board in Washington. 
During his absence, Ruth Simmons 
Foland, who has been an executive 
in the organization for the past 
seven years, will take over manage- 
ment of the office. 


Lion Oil to Anfenger 


Lion Oil Company, El Dorado, 
Ark., has appointed Anfenger Ad- 
vertising Agency, St. Louis, to direct 
a new half-hour radio show called 
“Sunday Down South,” which will 
originate over WSM, Nashville, for 
a network hook-up in the South 
Central territory. 


Begins Co-op Newscasting 

Station KGO, San Francisco, and 
the San Francisco Chronicle have 
begun a cooperative type of news 
coverage for readers and listeners, 
a three-dimensional coverage by the 
spoken word, the written word and 
by pictures. First example of the 
cooperation was the war chest drive 
which opened in San Francisco Oeéet. 
10, when a series of programs devel- 
oped by KGO appeared in the 
Chronicle on the same days as the 
programs were broadcast. 


Opens Dallas Office 

Robert S. Conlan and Associates, 
Kansas City, has opened a branch 
office in the Republic Bank building, 
Dallas, under the management of 
William L. Stout, Jr., formerly with 
the Kansas City office. 


its post-war orders? How many 
salesmen will it require and where 
should they be stationed? 

. Are any changes in sales| 
methods contemplated and if so, 
what plans are being made to put 
these into effect as soon as possi- 


ble” 

What products must be avail- 
able for sale as soon as possible 
after the war is over? How soon 


must engineering or design depart- 
ments start work on such products 
before they can be put into pro- 
duction? What plans are being 
made to set aside men for develop- 
ment or designing such products”? 

4. What plans are being made 
to convert the plants of the com- 
pany to peacetime production, and 
how soon must such plans be avail- 
able so they may be put into 
execution without delay? If fin- 
ished goods manufacture is restarted 
without much delay, the raw mate- 
rials producers can obviously con- 
tinue working. 


Corporations should set aside 
reserves from current income to 
cover prospective war and post-war 


losses and make an effort to have 
these reserves admitted as deduc- 
tior icome tax purposes, Con- 
trollers Institute of America advised 
last week in a report on the peace- 
time outlook. American manufac- 
turers, the survey indicated, must 
be prepared to face stiffer compe- 
tition from other countries in the 


world markets, but there will be a 
ready market at home for items 
restricted during the war, and for 
new items developed incidentally 
in the laboratory search for war 
materials. 


In the hope of stimulating public 
interest in the consideration and 
solution of post-war problems, 
Twentieth Century Fund is under- 
writing a_ series of exploratory 
reports by Stuart Chase. Advance 
portions of the report present esti- 
mates of how much the population 
of the country would need in pro- 
duction in terms of goods and serv- 
ices to make sure that every Ameri- 
can is adequately fed, clothed, 
housed, educated and provided with 
health care, and balances these esti- 
nates against our power to produce. 


COLLINS 
MILLER & 
HUTCHINGS 


Pho'o-engravers in Chicago 


207 North Michigan Avenue 


SURE — THEY’VE GOT THE AIR- 
POWER AND THE SELLING- 
POWER THAT MAKES IT EASIER 

TO REACH AN OBJECTIVE 


THEY SERVE OVER 6,000,000 
PEOPLE — IN A HIGH-INCOME 
AREA THAT PRACTICALLY 

LIVES BY RADIO 


AIR TO KEEP 


I'VE BEEN SOLD ON USING THE 


UNDER CONTROL EVER SINCE 
MY OLD BOSS BEGAN. USING 
THE COWLES STATIONS 


A TERRITORY 


PEOPLE YOU CAN REACH ey 
AT LOW GROUP RATES — AS 
LOW AS $61.50 FOR A 
Mm = DAYTIME QUARTER- HOUR 
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Advertising Men 
to Attend Army 
Command School 


Washington, D. C., Oct. 16.—Ten 
executives identified with advertis- 
ing, publishing and radio broadcast- 
ing are among the 83 civilians who 
have accepted the Army’s invitation 
to attend a four-week orientation 
course in Army organization and 
procedures. 

The course, which opens Oct. 26 


at the Command and General Staff. 


school, Fort Leavenworth, Kan., is 
designed to provide information that 
will enable this selected group of 
civilians to understand more fully 
the conditions under which the 
Army operates. They will receive # 
general picture of the military 
forces; military organization, ad- 
ministration and operations; the 
duties and responsibilities of the 
several divisions of the War De- 
partment, of government agencies 
connected with the war effort, and 
of the field agencies of the War De- 
partment, as well as some general 
principles of tactics, strategy, supply 
and administration. 

The civilians will live in Army 
quarters and share officers’ mess 
and recreational facilities. The 
group includes: 

H. Leslie Atlass, vice-president, 
Columbia Broadcasting System, 
Chicago; Lynn Baker, Lynn Baker 
Company, New York agency; Noble 
A. Cathcart, director, Crowell-Col- 
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The Seundvics of Hartterd lounty 


BUY WAR STAMPS AND BONDS 


Laundries of Hartford, Conn., set forth 
wartime conditions in their industry with 
this copy in newspapers of the area. 


lier Publishing Company, New 
York; John Cowles, president, Min- 
neapolis Star Journal and Tribune; 
Louis W. Fairchild, managing editor, 
Fairchild Publications, New York; 
Samuel H. Kauffman, business man- 
ager, Washington Star; Roy E. Lar- 
sen, president, Time, Inc., New 
York; J. N. Steward, trade promo- | 
tion manager, Merchandise Mart, 
Chicago; Frank S. Whiting, Ameri- 
can Furniture Mart, Chicago; and 
Philip K. Wrigley, president, Wm. 
Wrigley, Jr., Company, Chicago. 


Adds Three Accounts 


S. Duane Lyon, Inc., New York, 
has been named agency for Fran- 
ceva, Inc., corsetiere; A. V. Amy 
& Co. and Frederick Zittel & Son, 
real estate agents, all of New York. 


“BY JEEPS! THESE BOUNDING BUGGIES COVER 
GROUND DURN NEAR AS GOOD AS WDAY 
COVERS THE WHOLE RICH RED RIVER VALLEY!” 


WDAY 


~~ 


\ 


‘ . 


— MAY\FARGO.N D -5000 WATTS-N. B.C. & BLUE 
\ © AFFILIATED WITH THE FARGO FORUM 


wl \o”) FREE & PETERS. NAT'L REPRESENTATIVES 


OCTOBER ADVERTISING LINAGE 


PAA Names Chairmen: 
Callahan Named V. P. 


Norton Mogge, Los Angeles man- 
ager of J. Walter Thompson Com- 
pany, has been re-named head of 
the coastwide radio committee of 
the Pacific Advertising Association. 
Robert H. Willson, manager of Cali- 
fornia Chain Stores Association, San 
Francisco office, has been appointed 
chairman of the publicity commit- 


| tee. 


Ruth Callahan, advertising man- 
ager of the “California Parent- 
Teachers Magazine,’ Los Angeles, 
has been elected vice-president at 
large of the PAA, San Francisco. 
She succeeds Claire Drew Forbes of 


Seattle. 


Replaces Hedda Hopper 

When “Hedda Hopper’s Holly- 
wood” leaves the California Fruit 
Growers Exchange CBS radio pro- 
gram late this month, Fred Run- 
yon's family serial, “Today at the 
Duncans,” will take over. The new 
15-minute show will be heard three 
times a week from coast to coast 
beginning Nov. 2. Bill Gay, of Lord 
& Thomas, is the producer. 


Cc. E. Dasher Advanced 


C. E. Parker, who joined the com- 
pany in 1916, has been appointed 
advertising manager of W. L. 
Douglas Shoe Company, Brockton, 
Mass. He has been in the advertis- 
ing department of the wholesale 
division for the past 11 years. 


Kolynos to Joseph Jacobs 
The Kolynos Company has ap- 
pointed Joseph Jacobs Jewish Mar- 
ket Organization as merchandising 
and advertising counsel in the Jew- 
ish field. A campaign beginning 
Oct. 19 includes the 15-minute “Doc- 
tor of Mirth and Song” program 
featuring Menashe Oppenheim 
every Monday and Wednesday at 
9:30 a. m. over Station WEVD, New 
York, supplemented by advertising 
in New York Jewish newspapers. 


Weeklies’ Linage 
Up 6.9 Per Cent 
for September 


New York, Oct. 15.— With an 
over-all gain of 6.9 per cent over the 
comparable month of 1941, Sep- 
tember issues of weeklies stood out 
as the bright spot in last month’s 
magazine picture, according to an 
ADVERTISING AGE tabulation based 
on Publishers’ Information Bureau 
data. Advertising volume for Sep- 
tember, 1942, totaled 1,111,023 lines, 
compared with 1,038,822 lines for 
September weeklies a year ago. 

In the women’s magazine group, 
October linage showed a decline of 
8.9 per cent from the figure for 
October, 1941, while general maga- 
zines dropped 11.9 per cent. 

Outdoor magazines for October 
recorded a gain of 18.2 per cent 
over the same month last year, and 
mail order linage was up 43 per 
cent. 


Simmons Joins Armour 
Dairy Department 


Armour & Co., 
appointed Walter J. Simmons, na- 
tional merchandising specialist of 
the American Dairy Association, to 
its retail dairy department. 

Early this spring, Armour an- 
nounced a new retail dairy depart- 
ment merchandising program built 
around the merchandising of all 
dairy foods in a separate depart- 
ment. Armour dealers were pro- 
vided with a booklet, “Building a 
Profitable Dairy Department.” In 
his new post Mr. Simmons will help 
retail merchants to increase their 
sales of dairy and poultry products 
through application of tested mer- 
chandising methods. 


Chicago, has 


Enlarges London Office 
Erwin, Wasey & Co., London, 

England, has moved to larger quar- 

ters at Brook House, Park Lane. 


IN NATIONAL MAGAZINES 


——1942 — -——1941 — ——1942—_, -—-——_19 41 
Pages Lines Pages Lines Pages Lines Pages Lir 
GENERAL Parents’ (N. Y. Metro. Ed.) D1 23,649 61.0 26,1 
*Ace Fiction Group..... ‘ 11.3 2,549 11.2 2.516 \*Parents’ (National) ..... 52.5 22,542 59.1 25 
*tActual Detective . . 4.4 2,967 er ..--|*Personal Romances ..... 11.6 4,989 10.9 $ 
Ce!) ee ere y ere 34.6 14,83 28.5 12,217 Photoplay-Movie Mirror 
*American Forests san 6.6 2,772 6.6 2,800 Tees. sean eeuss ; 31.1 13,357 38.5 1 
American Home . i 35.4 22,360 57.0 36,029 > Radio Mirror (Mac). 25.6 10,965 26.2 11 
American Legion ..... ; 12.8 5,501 9.1 3,905 | Romantic Story (F) 29.4 12,623 24.5 10 
tArts & Decoration *Screen Guide rrr. 22.6 15,372 21.0 14 
(Combined with Spur)... cas coat ‘ ... | Screenland Unit ...... a 24.2 10,375 25.2 10 
ME  sivulakaee sas ween heres 3.6 1,529 3.4 1,452 Screen Romances (MM)... 30.2 12,969 31.4 1 
tBeauty & Health......... Pree os 7.9 Hythe oe 18.5 12,572 ise 
Better Homes & Gardens. 41.9 26,528 69.1 43.663 True Confessions (F) oa 32.0 13,740 30.8 12 
i ee ee mere 11.0 7.408 13.9 9.516) True Experiences (Mac)... 28.9 12,422 29.0 12 
Child Life — 2.9 1,270 6.8 2,929! True Love & Romance 
Christian Herald 21.6 9,278 19.2 8,240 Ce bat keksthes nee 28.2 12,080 28.9 12 
Columbia Se ee 4.2 2,852 14 2,958 | True Romances (Mac).. 28.9 12,431 30.1 | 
Cosmopolitan ... yeu a 46.8 20,074 51.7 sh. Ae.) Bs eee ere 40.2 17,231 48.1 2 
*Country Life ...... ve aa , 20.0 tk eat” Peers wren 93.3 58,977 147.3 a) 
*Dell Detective Group..... 12.1 5,219 10.8 1.660 | WOGRGN SG DAY ciciccenctuse 28.7 12,292 29.1 1. 
*Dun'’s Review ....... 10.5 4,422 7.9 3.383 Woman's Home Companion 62.4 42,43 74.4 5 
Elks ee ae , 6.2 2,639 6.4 TR 2.26 0ankwaeke ane raxnens 25.1 l 
Esquire (National) . DOT 34,098 63.8 42.893 —_——— = 
*Extension rates ee 9.2 6,318 8.7 6,005 TOthl GRORS san cacasscce 1,334.6 685,129 1,450.7 7 
Fawcett Men's Group 7.9 3,421 4.4 1,827 STANDARD MAGAZINES 
*Film Fun . me 3.297 | American Mercury ........ 10.2 1,855 11.2 g 
a ee av 143.4 90,658 118.5 74.920 tAtlantic Monthly so.0 16,380 47.3 | ? 
Front Page Detective 12.0 5,155 10.7 4592 | Harpers Magazine ...... 22.6 5,387 28.0 ‘ 
*Grade Teacher, The.... 15.9 7,044 18.4 8,137 - _—e 
*Giuide Detective Unit..... 4.4 2,973 3.1 2,138 Total Group ......... 71.8 23,622 86.5 ] { 
**Hillman Detective Group 10.3 4,430 er rer OUTDOOR 
House Beautiful ...... 42.6 26,937 72.6 45,850 American Rifleman 27.3 11,709 25.4 10 07 
House & Garden. 53.5 33,788 77.4 48.919 Field & Stream... 28.1 12,060 35.9 1 2 
|} Improvement Era ....... 15.3 6,578 13.5 5.781) Fur-Fish-Game — 12.7 5,426 18.3 ’ 
ea 14.9 10,175 19.4 13,248 | Hunting & Fishing. 13.7 5,454 16.1 
Mechanix Illustrated 23.4 5,234 ee) 6.275 Outdoor Life 26.4 11,336 30.9 1 j 
*Moose Magazine 8.1 $3,502 41.7 2039 Outdoors P 7.3 3,151 7.6 § 
*Motor toating re 64.5 27,693 45.7 19,728 | FOutdoorsman Tr — 16.8 r 
National Cleographic 20.7 41.016 23.3 5.531 |) Sports Afield 22.4 9.615 24.9 1! 
Nation's Business 53.3 22,863 42.2 18,105 
*Nature Mawazine , 4.4 1,881 5.0 2,129 Total Group ... 136.9 S751 159.1 t 
Open Road for Boys..... 5.5 2370 8.5 3.657 MAIL ORDER 
Popular Mechanics ... 61.5 13,781 76.4 17,110) tComfort ere a . F oe 5.2 
*Popular Publications 17.9 1.025 18.7 4,210 Mother's Home Life..... 2.6 1,795 2.5 
Popular Science a0 13,217 58.4 13.071 | Woodmen of the World 3.0 1,208 1.0 
Redbook ‘ 32.9 14,114 t0.8 13,193 
*Rotarian 5.3 2,264 7.1 3,026 Total Group ...... 6 3,093 1D 2.162 
Scientific American 10.2 4,408 15.7 6,730 ALGUST WEEKLIES 
i*Secrets . 12.4 351 8.7 3.758 | *American Weekly 29.1 55,586 22.8 i 
*Street & Smith Fiction Business Week 226.8 97,277 169.3 7 
(iroup ; 10.3 2.296 10.8 2 408 | Collier's 159.5 108,454 136.6 ' ‘ 
*Sunset 24.9 10,695 27.0 11.583 |Cue. 8.2 24,088 57.9 2 
*Thrilling Group 17.9 1.017 16 690 > Family Cirele 73.5 } 12 68.3 2: 9 
Town & Country 12.4 PR 518 65.9 14,345 | Forbes 26.4 11,343 27.5 11 { 
*$Travel 2.5 1.524 Grit 15.7 12,722 14.5 1 " 
True Detective 5.3 2 266 6.7 » $92) Liberty 41.6 17.864 60.9 yA | } 
*Vachtine 4.0 29 072 60.0 37.020 Life 2741.5 184,654 60.9 18 O 
Look 41.4 28,172 28.6 ] | 
Total Group 1.257.3 958.953 1,276.6 624.804 *Movie Radio Ciuide 11.4 7,778 18.2 1 i 
WOMEN'S MAGAZINES Newsweek 176.5 75,727 131.8 { 
"American Girl 6.4 2.742 7.4 3.376) *New York Times N73 7,324 7 
*Charm 22.0 "473 24.6 10.582 New Yorker 140.1 60,108  TS3.c 7 
(Flamour 30.8 17,081 38.3 16,430 | Pic Sua Hoo 1.0 
Good Housekeeping 94.3 ,440 13.7 10.207 | Saturday Evening Post 20S .4 141,722 o2n.9 1 
Harpers Bazaar A260 68,4575 100.8 67,808 *Scholastic 15.8 6,767 19.1 
Holland's 12.8 W630 13.6 10,244 "This Week 32.7 27,785 7.1 l 
Hollywood (CF) 35.5 15,228 4.8 14.505 | *Time 255.5 109,611 m0 aD § 
Household 18.0 12,881 4 14,77 *United States News, The 106.4 15.049 61.6 2 
Ladies’ Home Journal 87.5 9,392 7.4 66,203 
Mademoiselle 104.2 14.697 106.7 $5.768 Total Group 1,956.5 1,111,028 1,824.2 Laas 
MeCall's 65.0 $4,852 TLS aod 
Modern Romances (MM) eS 1 12.050 26.0 11,547 *Figures furnished by publisher 
Modern Screen (MM) 10.8 13.108 4 14.018 *Not included in total 
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Movie Story ¢F) 6.2 15,525 6.7 15,412 “Four issues, 1942; five issues, 1941 
*Movies 14.0 6,027 lt 700 $Late publication 


Becker Advanced 

Fred Becker has been promoted 
from the Blue Network’s Hollywood 
sales staff to national spot sales rep- 
resentative on the Pacific Coast, 
with headquarters in Hollywood 
Before joining the Blue early this 
year, Mr. Becker was director of 
radio for Heintz, Pickering & Co., 
Los Angeles agency. 


Forms Aircraft Corporation 

Aircraft Parts Development Cor- 
poration has been formed ith 
offices, laboratories and shops in 
Summit, N. J., to handle research 
and development work on parts and 
materials for the aircraft industry 
especially in the fields of fastening 
devices. powdered metals and ))\is- 
tics. 
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Promotions 


Color illustrations of toy and 
gift merchandise are most -0M 
vincing for Christmas pr ™®- 
tions. 


Full color printing on "¢* 
pensive newsprint is your best 
buy for holiday adver’ siné- 
Send for copies of New: olf 
folders broadsides and »00k- 
lets which we have pro uced 


'V for toy and gift advertis e.g 


> Newscolor—qualit 
color printing 
newsprint ¢ 
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the 


a : ‘ Vide i fe i ; ‘ si Parad Bea. ee Y ay * ies 2 “ vig a 4 j 
Pe si ; ee E 
.. * FP. We 
: a 7, 01, Pe SS Se | 
, oe i i nm (oy 2” 
. ean 7 ; eee ————* \ . ( 
4 ae Ce | 
a ae ——— Ra ws — , 
te _ NOES _ 
4 . > _ 
EXCUSE IT PLEASE... 
mamme themed © G2 Goame me ane tap tem © ry 4 . 
oe at 
Be, : 7 
mi EE ES “ 
a 
se 
" 
te 
yf “ De : : b] 
, aa # As 
) sin: be 
; ccs coe “pais A 
’ 7 wee 5! 
‘el ; tal 
Ria a | He 
aa: Be in 
se - 
aq a “4 
eee 7 fox . : 
a - <i zr 
as ig 4 i ; 
Ee? +) | ——— 
nar c ue! ee S10 
z 2 ‘ } ma 
~~ i ~ 2 Q y Le: 
. WY) duc 
, 7 aa - —_ a \ 
iy ag =e S | the 
= a #fN “ ¢ j Ra 
‘ fp mi 
) / WA i LY Ni 
Cenneee= Bs » Y A eSs 
at , ‘ =), € Ur 
> see Soy, ; n 
~ — LY 4 es al Al. Yo. 
ror 4 | Ce Ra) 
4 = st : 
al J 
; eS / + ol j 
’ <= { . age 
4 Wi = \) N to 
ME \ a in 
= fi oe apres met 
7 fo | QD yy r \ ae , 
i Q VAAL “ ao a ep CD a 
il a | —_// —— — V4 od l4 SS ffi 
a ne | \ | a fy oy ) ys = | offic 
rere Yl i aaa grar 
. \ hii = / \\ ae y tisit 
ae af Be Y } ‘’ —_— vou 
ae u/, zt _ lj ) ys 1 ae 
- a \G ME TOY GIFT | | 
= Jae - ee | 
= awe a 
i: a Pa “i fi “oe ne, 
fe: wee J 
8 pong oP, Vid 
* = i or aS , 
ian * ee ww as ft gh 
= Ne OS 
oe es LAND 
, ‘ * 
me 
Ee a. Ss 3 bel are iw -. (ghee. ae 2 ea | rated “Fae : A ? Se iat Poche 9 in < » Pe ’ ; : * 4 : ie - <n 
er oe tn org foe 22=" Bon Tes ot é +h sigh mee wie ah es 4 ae 045 ee : : 5 ed : indi i : oF fs a are Ry De Pe gages Pea i: ? 
baer x ee bs 9 ; 4 ed Pete fo , rai ans re r ze s Se ee pe ; Bh . , 7 “ * Me Be Seite z Me sad ‘ ane ~~ eee ay, oe tye ess PY coe ks es i S ah : tei’ fs 
SS iaianere Magee ig tnt 5 SG ini Cal Sea cael A aie aes es ee Ze ae Nat ae Gayl Bara 


4 ey 


October 19, 1942 ADVERTISING AGE 37 
e has been assigned to the purchases W Contribution consumers the best way to meet Starts Spot Campaign 
Admen in the jivision, services of supply. ar pro} pewe: of @"aippgs shortages, Industrial Undergarment Corpo- 
Paul P. Roudakoff, account execu- Cc B G increased taxes, etc. — ration, Poughkeepsie, N. Y., will 
Armed Forces tive for The Stentor Company, an e reat, Participating ina ch a on Wwar- test spot announcements and par- 
Hartford, has been commissioned a Ad A T ld time advertising problems were (ticipation programs over 41 key sta- 
first lieutenant in the Army signal women reio Harold M. Hecht, president of Wil- | tions in selected cities for Stardust 
ec : p liam Hengerer Company, Buffalo; | life-insured slips and blouses. The 
gg ard vege = , Buffalo, N. Y., Oct. 13.—Retail John J. F a yublic relations depart- | campaign will tt from Oct. 19 to 
del, manager of Jordan Thomas Hargrove, for- ores are in a position to make a oa a me W ht. Cc t Ch istm, and is in addition to it 
istri arly ¢ > or of > research < z: xo 7 y : “|ment, Curtiss-Wrigh orporation; ristmas and Is i S 
bber distribu- merly a member of the a io. great war contribution because ie A. Bacon Buffalo Broadcast- regular magazine schedule. Nor- 
m for Manning, a ceparenenss S amr 5 “they have the machinery to mo- ae Corporation and Russell C.| man D. Waters & Associates, New 
axwelland ner, Inc., New York, has been com=' pitize women and to show them the |,” ; " advertising _| York, is the agency. 
; Brid missioned lieutenant (jg) in the ~| Harris, national advertising man 
oore, Bbriage- nissi¢ ‘ J5 part they can play in the war, |, aa . . r-Erpress - 
; Naval reserve and stationed at the : ' ager of the Buffalo Courier-Express. 
%, Conn., has sicher Pe "hea o oi | Ruth West, consultant to the OWI To Bunker and Downin 
en commis- Quonset Point, R. I., training school. bureau of campaigns, told the Inter- ° n g 
med a lieuten- _ iol City Conference of Women’s Adver- Matthews to Katz George A. Pflaum, Dayton, O., 
)t commander Issues Fashion Editions tising Clubs here last weekend. Ruth Matthews, formerly with Publisher, has appointed Bunker 
the Navy, and ; > i : seeking *nlist the vo es . and Downing Agency, Cincinnati, to 
e Navy, é The Christian Science Monitor The OWI is seeking to enlist the |} the London and New York copy ; ge Bac age - 
s I - : - " ‘ » S é » s a 2c ‘ 
signed to the recently issued fall fashion editions Cooperation of retail stores to coor- | departments of J. Walter Thompson = ‘d | pit aapeiien will be 
wly - formed individualized for the different sec- dinate the war effort campaigns. | Company, has joined Joseph Katz i ucationé age : 
P . « - . . ‘ y > , «le > : > sea. 
Eeesh es oe Louis H. Brendel tions of the country, Central, Atlan- “Salespeople in the retail stores | ¢ company, New York, in the same 
vision. ; tic and Pacific. The special sections throughout the country, if they are capacity, 
He previously were made up in tabloid size. made to understand these cam- —— 
hod served eight years with the anesutiinnetiats paigns, can be the No. 1 avenue to Stevenson to on sed a ae 
T Y - ¢ > que Var > , ics > ” S Jes Si . | ot 
Navy, four at the Naval academy McCarthy to R & R American women, Miss West said. Howard Stephenson, former East- +. ble Tod y 
at Annapolis. . . eee Estelle Hamburger, fashion and) ,,. eres amen tot Castine rouble Today. 
: anager of Sta-| Cal J. McCarthy, Jr., formerly ern publicity manager for g 
pg Oe og ler gg sn fede al advertising salesman for Puck—The merchandising consultant, urged house Electric & Mfg. Company, || — 
‘ n KXOK, St. Louis, gone! » ae Comic Weekly New York, has | advertisers to study the news and! New York, has joined the publicity | | \_ 
president of the St. Louls Star- joined Ruthrauff & Ryan, New York, | Wartime — economic trends, and) department of J. M. Mathes, Inc., ~ 
Times Publishing Company, has as account executive. through their advertising to teach! New York. 
been commissioned a_ lieutenant)! — 
commander in the Naval aviation 
service. 


Joseph Edward McGlynn, Jr., who 
before enlisting in the Navy in Sep- 
tember, 1941, was in the advertis- 

s department of Procter & Gam- 
ble Company, Cincinnati, has wor 
an appointment to the Naval acad- 
emy at Annapolis. 

E. M. Trager, formerly sales man- 
cr of the Rapid Electrotype Com- 

pany, Cincinnati, has been com- 
missioned a first lieutenant in the 
Army and assigned to Ogden, Utah 

Robert Sampson, national sale: 
nanager of KWK, St. Louis, ha: 
been commissioned a captain in the 
Army. Capt. Sampson, a West Poin: 
graduate, has been assigned to the 
tank destroyer center at Camp 
Hood, Tex. 

W. H. Powell, advertising man- 
ager of the Newport News Press and 
Times-Herald, has resigned to enlist 
n the Navy. R. B. Smith has been 

his successor. 

Ralph N. Ives, formerly of the ad- 
ertising ff of Traffic World, Chi- 
igo, and previously on the sales 

'T of Blakely Printing Company, 
haus completed a training course in 
photography at the Army air forces 
technical school at Lowry Field, 
Denver, Col., and has been commis- 
sioned a second lieutenant. 

Scott Ittner, sales and advertising 


41 
} 


thaliie 


manager of Hotels Mayfair and 
Lennox in St. Louis, has been in- 
ducted into the Army. 

William M. Wilson, manager of 


the New York office of William G. 
Rambeau Company, has been com- 
missioned a lieutenant (jg) in the 
Naval reserve, and is temporarily 
assigned for training to Harvard 
University. Nat V. Donato, for- 
merly with Station WOV, New 
York, has replaced Lt. Wilson as 
Rambeau’s New York manager. 


Shy Rosen has been granted leave 
bsence as Eastern division man- 


ager of Milprint, Inc., Philadelphia, 
to join the Army. He is stationed 
in the quartermaster training regi- 
ment, Camp Lee, Va. 


Melford Brodie, production man- 


ager for Green-Brodie, Inc., New 
York, has enlisted in the volunteer 
officers’ training corps of the Army. 


J. Lohrer Tunstead has been 
granted leave of absence as adver- 
manager of the New York 
il-American to accept a com- 
as major in the Army. He 
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NAB Pamphlet N 1D t OCTOBER ADVERTISING LINAGE IN FARM PAPERS 
campt ujol Drive to ccnteneay aco | 
Scores Petrillo ( mmer ia isp lay an Commer. lal Display 
I t d N Including Poultry and Display Including Poultry and Display 
The National Association of ntroauce ew mt Laventect ss Aaverinne ~ Livestock - Advertising 
ri (ORS eating “pe we : 1942 — —19 ~ 942 941 | ——1942——.. ——1941—— 2 194 
Broadcasters has published for na- 4 Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Line 
tional distribution to educational, alion- ol1ze Tan Monthlies Kansas Farmer 21.8 16,549 15.8 11,979 13.033 10.- 
musical advertisin and media | . | American Poultry Journal Michigan Farmer. 17.6 13,540 14.7 11,301 52 10 
A ri P g . ’ New York, Oct. 15.—Stanco, Inc., Eastern Edition 20.9 8 16.2 6,957 8,100 6,383 | Missouri Farmer. 8.1 6,313 7.0 5,476 6,313 5 
groups a pamphlet study of the li ‘hed its ¢ al fall drive for Central Edition 17.0 7%, 11.9 5,083 6,881 4,903]! Missouri Ruralist. 20.3 15,420 15.9 12,113 12,112 10 
American Federation of Musicians’ | #¥ncned is annu r OF! Western Edition 13.9 5 9.3 3,988 5,787 909| Montana Farmer 23.3 17,647 21.1 15,986 14.723 12 
recording ban, under the title, “The Nujol mineral vil last week in | a In gg Soeeontee 13 ' . 8 ; ae : 435 666 | ed cag i es 22.9 17,545 16.6 12,714 15,718 1 
“y= » Piameaw 99971 - ¢ °WSsDE oe ri etter Frui : 2 5 2,465 5 | egon Grange - 
C is for Caesar.” _ magazines and newspapers, with | joie Gazette 18.3 8.218 16.3 7.311 5 letin np ... 124 13,440 12.7 13,748 13,440 1 
The booklet outlines the various | copy introducing a new gallon-size California Citrograph 13.0 8,701 20.8 13,959 8 Pennsylvania Farmer 17.7 13,617 16.7 12,826 12,343 11 
groups affected by the order, and | container and urging Nujol users to | (4pper's ~—> oases OS ee ee oe we bg nc i aa aes ine yee oy 
. = arolina o- rerator ) 2,695 >. 4 4 : stern a sife vn $ 4 a 4.60% & 
flatly states that continuance of the “save 50 per cent.” Magazine Inse€r- | Country Gentleman 49.8 13.879 42.9 29.216 651 29.089 ——-_ << = — _ 
ban will ultimately force the small tions will appear once a month “ies tricity on The Total Group 237.9 189,231 207.8 168,195 160,024 14 
ne H +4) »f sce . *; 7.6 710 9.0 $3,213 2,410 5.213 Ww : 
radio station out of business. through November in Good House-| ,.."“"™ y 055 226 17081 13553 16.648] oc eemiice—September me ‘ son aes 
= - Farm and Ranen 18.6 14,005 22.6 ts 3 16,6 American Agriculturist. 18.6 13,502 14.7 10.732 12,324 
| keeping, Ladies’ Home Journal, Life,| Farm Journal & , _— ,| Arizona Farmer... 22.7 17,163 21.9 16,574 17,163 1 
| " . . oF ier’s e 4 21,068 4 7,092 20,912 7.00 te F hein Bane © . on e e wee 
Nolan Advanced The Saturday Evening Post, This|.siiae Growers Mac. 30 «62086 69) «(8674 3065 | 4674 ee ee eee ee ee roe oo 
. . oridé irowers t 3 2 a) ) a4 6,009 bd. akota Farmer 7.3 3 4 41,26 3,15 
Thomas E. Nolan, for many years| Week Magazine and Woman’s Home | *Hoosier Farmer, The. 14% 6.456 20.8 9,375 6,456 9.375) Parmer, The 
associated with the national outdoor | Companion. Rontucky Farmers os ‘ - a7 , 797 | General Edition 20.8 16,293 24.2 18,979 15,569 1 
: . ; Home Journal a 7.618 9 4,62 boat 60% Local Edition 23.1 18,111 30.4 23,805 17.359 
advertising department of Federal| Newspaper advertisements, rang-|*Michigan Farm News. 1.5 688 1.2 2,615 3,688 2,615|;qaho Farmer 17.8 13488 17.3 13.059 13.412 1 
Electric Company, Chicago, has been ing in size from 200 to 400 lines ag sen ene Livestock tl 437 41 Nebraska Farmer. . 80.6 22,309 22.1 16,053 19,368 1 
‘ assist > “ki ; *roducer . 5.6 O99 45700 3,899 2.241 |) taverage 4 Editions 34.2 24,928 25.1 18,260 21,384 1 
appointed + a oe = C. Borland, | have been scheduled in a number of | Nation's Agriculture 4.1 1,862 4.0 1,811 1,862 1,811 New England Home 
president of the company. |cities from coast to coast and will] *New Jersey Farm & , : stead Shara 25.4 17,780 23.7 16,585 11,571 1 
_ : Garden =9.0 8.998 1.38 1,802 8,146 6.748 | Oregon Farmer 16.5 12,462 16.9 12,795 12,388 1 
. —_ appear once and twice weekly. Fea-| +onio farm Bureau | eee eee a 2,462 2, : 
Now Visual Training Corp. turing “a whole gallon for the price , — rrit os ee 8S Gee Se Northern Edition 26.9 20,327 25.1 18,943 19,424 1 
‘ A . A +“ : . ; ‘oultry Tribune | $o . a r 25 99 27.7 20,93 7,786 
Associated Sales Company, De- | of four pint bottles,” copy points out Eastern Edition 27.7 11,888 18.7 8,036 10,648 7,467] ccaek dione" 24 H is 198 22.5 17008 7 295 + 
troit, has changed its name to Visual |that “it’s like getting four pints] Central fdition 21.5 9.215 13.9 5,973 8.473 5.796 | Prairie Farmer 
Training Corporation. There has | free!” In previous years Nujol’s fall hdl can ; s ++ +: 8 vi 8047 ail | no ‘N og! agg a7 aees 3 : ate eiat 
aa : settee | ~ . acitic Bat on “4 5,885 4 pt S.Ues , tural New orker 12.7 10,002 1.2 8.760 8.137 
been no change in the management, | drive has plugged a three-quart size. tin all 4 Editions 18.4 7.886 11.8 5,059 7,339 4,990] Waotlaces’ Farmer... 34.5 29,242 36.1 28,320 20,113 2 
policies or ownership of the com-| ‘Throughout the New England ter- | "'"esressiv’ Farman : to.zoo | Washington Farmer... 17.2 13,026 17.4 13,135 12,952 1 
c . > ty: ‘arolina-Va, Edition. 32.1 27.6 20,109 9,790 | Wiscons Agriculturist 16.2 12,666 19.5 15,301 12,488 14 
pany. ritory ; he c ; of Denv > yp4e : — : s isconsin Ag 2 12 2, 
y and in the cities o envel Georgia-Ala, Edition 26.8 19,521 19,490 ; 
and Seattle, the current campaign — Bee oo +p aa as wo Total Group ..+.372.9 283,811 361.1 273,576 257,713 254 
sS.-La.-. ea 53.2 26.6 9.54% 9316 x 
will retain the form of a “three-| fcsas tuition " 33:8 25.9 18.852 18,377 | |, phe eg io gpmamea Tat oe eee 
er 2 . 3 a eee r ‘ 5 Ky ane oF ee 5583 ; 566 apper's eekly . 2.2 925 3.3 7,43 ‘ 
quart aertd pl omotion, similar to { Rennie ‘ "Beditions 32 ‘ 26 ; +4 187 9 295 “Washington Grange 
last year’s, and feature *“sIX pints Southern Agriculturist YP 13.5 9,446 9,438 | “ rite a Kansas City ae ee oar 
: for the price of three pint bottles.” | Seuthern Planter 18.9 16.2 40.961 49.603 | eae “ 
0 T WEST = McCann - Erickson is the Stanco Successful Farming 51.4 3.4 es ane: Boicguestii Missouri Edition 6.4 15,788 4.0 9.896 15,151 
; agency. Total Group 650.2 375,928 562.3 327,469 363,272 318,307 Tots hal ia 17 —- ine 21 309 - 
| Monthlies—September : rotal ae : 23.8 37,191 20.2 31,302 36,47 T/ 
Ss Sco J American Fruit Grower 5.2 2,349 6.6 O54 2,349 O54 Duailies—September of 
Hf Arkansas Farmer 7.23 17 5.5 4,119 5,503 4,105 | *Chicago Daily Drovers Pi 
White and Ream Named Farmer-Stockman 18.0 13.613 13.0 9,833 12,681 9,655 Journal . 28.4 60,393 22.3 47,417 5,009 s The 
. « his name . ° ‘idaho Granger 6.5 7.087 6.7 7,224 OST 7,224 | *Kansas City Daily xh 
Duncan og in Si 1 — CBS Vice-Presidents W <n tne Sto kman Drovers Telegram 20.9 44,460 17.2 36,695 O,7 27 fier 
» knows Mills - | ° : 56 4.983 4.6 4,108 4.78 912) *Omaha Daily Journal rou 
ve eo Mi P ‘ 5.6 983 ; 5 
His uddress oa man” 10 inet | Frank K. White and Joseph H. | ticniearn _ Stockman 28.2 60,061 22.4 47,672 29,469 hus 
is the scifi Coast farm bg Ream have been elected vice-presi- Tetal Grous 12.6 19 64 28,298 32.407 27,850) *St, Louis Daily Live ; one 
Brest 00 prosh* marie Mon, Wash zg dents of Columbia Broadcasting Semi-Monthlies—September Stock Reporter 15.8 33,698 12.9 27,589 21,885 22.604 trib 
(> Oo a. rege ne oe x o("; fo a Gri re hae 
lies in Callie Idaho. NN | System, New York. _ oe ee 11.8 12.824 18.5 20,062 12,824 20,062| Total Group . 93.3 198,610 74.8 159,371 127,090 11 in 
campaig™, OM Dun | Mr. White will continue as treas- | ipairyman's Leacu: ne 
group rate, | |urer and Mr. Ream as secretary of| News 5.2 3.767 6.6 4,080 3,175 ; tFigures not included in totals mien] 
— + ‘BS thich offices they have held | Hoard’s Dairyman 21.6 15,738 20.1 14,661 13,096 12,788 *Figues furnished by publisher loee 
GRANGE Cc 38, 1937 ‘d Taae. vemmeatte hag Indiana Farmer's Guide 16.5 12,953 10.7 8.343 10,609 8.91% 'Five issues 1941 re 
1c since 1937 anc , respectively. | ion 
PACIF divi 
FARM GROU! a ————— one n Farm Publications monthlies rose 18.8 per cent. of 
Son Fronc's d t t ~ :. Rakes s . . — mie 
Ya mile Ode New Yor’ Walsh Adds Account ropose ulrit1o . Semi monthlies in Septembe: rh tate 
5S team reece J Walsh Advertising Company, | Plan for Canad Continue to Show Looted their linage 12.4 per cen - 
als rertis oO ¢ - | shu 
Duncan A Se Wek tising pny’ Plan for Canada over the volume for the same 
Windsor, Ont., has been appointed ¥ an o t] ee er 
RG > a soe ee Se | eee at eee Gains in Linage open.’ sme of A pe 
Products, Windsor, a new adver- | g _weeklies showed a gain of 18.8 pe: 


tiser in medical and trade journals. 


SALES SOUR WHEN 


Only adequate coverage . . . and intensive 


merchandising could accomplish the envi- 


| Toronto, Can., Oct. 14.—Plans for 
| getting a Canadian government- 


Knott, War Information Board rep- 
resentative. The meeting was spon- 
sored by the Association of Cana- 
dian Advertisers. 


declared Mr. Knott, adding that 


New York, Oct. 15.—Commercial|cent. Bi-weeklies recorded a linage 
‘display linage in farm papers last | 84in of 3.7 per cent. 


approved nutrition program under month enjoyed a net gain of 13.1 s 
S way in January were unveiled to a | Per cent as compared with the same | Shaw in Government Post 
7 meeting of Canadian advertising month a year ago, according to an Oliver Shaw, foreign sales and 
men here recently by Leonard | ADVERTISING AGE analysis based on | advertising manager for the Men- 


|Publishers’ Information Bureau fig- | nen Company, Newark, has resigned 
ures. Volume for October, 1942,|/to join the Alien Property Custo- 
totaled 1,118,320 lines, compared | dian, government bureau, as foreign 


| with 988,151 lines for October a year | trade consultant. 


last year’s figures. October issues of 


monthlies showed an _ increas 


e 


of 


representative of Tide, has joined 


“An intelligent nutritional pro- | “8°. , | 5 , 

* gram is virtually necessary if the The gain was especially pro- Irwin to ‘Newsweek 
increasingly serious manpower sit- nounced for oaemner ae il phd. Louis B. Irwin, formerly New 
uation in Canada is to be relieved,” | W5ich shot up 24.6 per cent over) york, New England and Canada 


statistics showed that only 40 per | ig per cent, while 
cent of Canada’s population is prop- 


the advertising sales staff of News- 


September | week, New York. 


erly nourished, another 40 per cent 


Con 


: a is on a dangerous border line, and 
able sales results enjoyed by advertisers has 


| 
the remainder is definitely under- | 
who today use the “Twins” — super-sell- nourished. | ee agen 
ing stations blanketing the wealthy Texas | The Dominion official emphasized | ; : ‘ 


\that nutrition is not something to 
be governed by law, and said that 
the government would welcome the 
assistance of Canadian business in 
the promotion of the nutrition cam- 
paign. All necessary information 
and leadership would, he declared, 
be forthcoming from the Office of | 


Gulf Coast. com 


THOROUGHLY TRAINED IN 
DEALER-CONSUMER PSYCHOLOGY 
- » COMBINING CREATIVE TALENT, 


marl 
than 
&; 


In Houston, KXYZ .. . and in Corpus 


Christi, KRIS, dominate great metropoli- 


tan centers situated in the heart of areas 
nature geared for war production. Today, 


more than ever before, oil, cotton, live mat« 


stock, farm produce and the finished prod- | Nutrition Services in Ottawa. J. W. ; info: 
ucts turned out by gigantic Gulf Coast in- Moore, ACA _ vice-president and : 
dustries are in demand by a country at war. chairman of the food manufactur- | C A y D B 0 A hi D | % G E 5 |] | T Y A y D with 
Here you'll find no pleut conversions, no ers’ committee of the association, ’ 


introduced Mr. Knott and pledged 


Represented — penta oo er oe Se P R 0 D U CT | 0 N C R A FTS M A N S$ H P 
nationally by the The “Twins” offer you special combina- | program. : d 
Branham Co. 


tion rates... yes, and unique merchan- | P 
Latin American 
Publishers to D. C. | 

More than 85 newspaper publish- 
lers, editors and writers from 19 
American republics will visit the 
United States this fall. 

Nominally the guests of the Na- 
tional Press club, the visiting news- 
| papermen will, under the auspices 
|}of the Coordinator of Inter-Ameri- 
can Affairs, visit newspapers, radio 
|stations and war plants throughout 
| the country. 


| LaValle Appointed 


| Helen LaValle has been appointed 


--TO PRODUCE DISPLAYS 
LOADED WITH SELLING POWER 


dising “extras.” 


Write for facts today. 


| 


f 


i? Wt UF 


i 


| advertising manager of Sommer & +. 
Kaufmann, retail shoe store, San i 
Francisco. She succeeds William J. ; - rf 
| Wilkin of William J. Wilkin Com-| ' i di re Yee : 
/pany, which handles the account. ./ —-— oo — 

Mr. Wilkin has joined the armed MERCHANDISING KNOWLEDGE ITY e PRoODUCTIO 


eo CREATIVE ABI 


| forces. 
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This is a reproduction ’ 

two pages from the 16 
Pennsulvania section of . 
The Market Data Book, 18 
showing simple and prac 
tical arrangement of 
county information, with 
huving power factors on 
one page and retail dis 
tribution data on th 
facing page. Numbers 
n the outside columns 
are keved to the state 
map, permitting rapid 
location of any county. 
it the hottom are por 
tions of the intensive in 
dividual market studies 
of Seranton and Erie, 
giving a detailed break 
down of citu figures. 
Similar tables and 
studies appear for all 
[ S. counties and all 
f importance. 
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Why The Market Data Book 
Is So Widely Used by Advertisers 


There is no mystery about the reception which the 
Consumer Markets Edition of The Market Data Book 
has received from national advertisers and advertising 
agencies who have the 1942 edition. This one-volume, 
compact but complete reference book contains more 
market information, more sales and advertising helps 
than any other volume anywhere. 

Gathered wholly from “official” sources, the statistical 
material in The Market Data Book includes a wealth of 
information which marketing executives have welcomed 
with open arms. They have found its maps, its charts, 
its tables and its informative information invaluable in 
Below is a small-scale 


reproduction of the Pennsylvania marketing map. 


Sim: maps, each occupying a full page, and extremely easy to read 
and y-fer to, appear for every state. In addition, two-color, two-page 
regione! maps provide unusually complete information for the marketing 
man «who wants an over-all picture of a larger segment of the nation. 
— 
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plotting advertising programs, in laying out sales cam- 
paigns, in selecting test markets, in setting sales poten- 
tials—-even in allocating searee materials equitably 
throughout the country! 

Three of the “backbone” characteristics of this mar- 
keting eneyclopedia are illustrated on this page. At 
lower left is a small-scale reproduction of the full-page 
marketing map of Pennsylvania, showing counties. 
numbered serially for easy identification, all important 
cities, county-by-county retail sales figures, and counties 
with above-average retail sales. A similar full-page map 
for every state in the country is included in the book, 
plus regional maps in color, frequently occupying two 
full pages, showing various levels of retail sales per 
family, as well as density of population. 

At the top are two other pages from the Pennsylvania 
section. 


Here are samples of the “county tables” -one 


for each of the country’s 3,000 counties with complete 


information on 13 “buying power factors” and on 14 


“retail distribution” factors. Below the county tables 
are parts of the detailed summaries of distribution and 
trade in two of the principal cities of the state— Seran- 
ton and Erie. Similar county tables appear for every 
state, and similar detailed market analyses of all lead- 
ing cities, 

No wonder The Market Data Book has proved a sen- 
sation among advertisers and advertising agencies. No 
wonder it is being used by research men, by sales de- 
partments, by advertising departments and by general 
executives to help plot the merchandising and adver- 
tising course. 

No wonder that those who have seen and used the 
1912 edition are looking forward eagerly to the new 
and greatly improved 1943 volume——with new facts, 
new figures, new charts and new tables for the market- 
ing man 500 full-size, 9 by 12-inch pages that add up 
to the most complete and easy-to-use marketing encyclo- 


pedia ever issued, 


THE MARKET DATA BooK 


Published by Advertising Publications, Inc., publishers of Advertising Age 
and Industrial Marketing 
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NEW YORK 
/ 100 E. Ohio St. 


42nd St. 


LOS ANGELES 
Simpson-Reilly, Ltd. 
Garfield Bldg. 


SAN FRANCISCO 
Simpson-Reilly, Ltd. 
Russ Bldg. 
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ADVERTISING AGE 


October 19, 1942 


Building Field 
Held Post-War's 
No. 1 Opportunity 


New York, Oct. 15. Vast-post- 
war Opportunities for the construc- 


tion industry, especially in the 
building of moderate-priced urban 


homes, were pictured tonight by 
Dan W. Kimball, president, Associ- 
ated General Contractors of Amer- 
ica, Who discussed the outlook over 
the Mutual Broadcasting System in 
the U. S. Chamber of Commerce 
“Victory and You” series. 

Discussing the construction out- 
look with Leverett Lyon, of the Chi- 
cago Association of Commerce, Mr 
Kimball pointed out that while 
many industries will have to re-tool 
before returning to peacetime pur- 
suits, the building field will be able 
to proceed immediately. 

Estimates point to the need for 
1,000,000 new homes a_ year for 
many years after the war, he said, 
with the potential market especially 
attractive in the $2,500 to $3,000 
price class. In addition, he re- 
marked, there will be a vast volume 
of replacement, rehabilitation and 
repair work in both farm and urban 
building. 

“Our prediction is that construc- 
tion employment will be good after 
the war,” Mr. Kimball declared. 
“This hinges largely upon the prob- 
able maintenance of substantially 
full general employment, for which 
the national income will total 
around 110 billion dollars. In 1932 


Joins Guide Magazines 


YOUR FACTS FILED AND 
FORGOTTEN?? 


Let the foremost designers of pic 
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analyze and visualize your facts 
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Write 


our national expenditures totaled 
approximately 54 billion dollars, in 
1929 it was almost 100 billion dol- 
lars, and in 1941, with war spend- 
ing, it was 118 billion dollars.” 

Residential building represents 
more than seven per cent of the na- 
tional income, he said. 

Post-war construction will benefit 
from the techniques developed dur- 
ing the course of the conflict, Mr. 
Kimball asserted. “The industrial 
pattern of future housing construc- 
tion will be first, simplification and 
standardization of the materials 
used; second, simplification and me- 
chanization of the processes of as- 
sembly; and third, attainment of 
volume production. New materials 
for all types of construction are to- 
day having their first genuine op- 
portunities. Overly stringent build- 
ing codes are now being revised; | 
realty taxation is being moderated; | 
blighted areas are now available as | 
cheap land to be converted to new | 
social and economic uses.” 

Airplane and automotive develop- 
ments growing out of the war will | 
doubtless bring basic changes in the 
nation’s population pattern, Mr. 
Kimball said. “With increased ef- 
ficiency of our transportetion, our 
employment centers will doubtless | 
seek remote and less costly land as 
sites for home and factory.” 


Gilbert G. Southwick has been 
appointed promotion manager of 
Guide Magazines, New York. Mr. 


Southwick formerly was with News- 
paper Groups, Inc., where he was 
connected with activities of “‘Buy- 
Lines by Nancy Sasser.” 


To Stevens, Gross 

Claude W. Gordon, letter artist 
and designer, has become associated 
with Stevens, Gross Studios, Chi 
cago. 


Moves Offices 


The Montreal office of Financial 


| Advertising Company of Canada is 


now located at 474 St. Alexis street. 


OVER “2 OF ALL WORKERS 
are directly employed in 


WAR PRODUCTION 


SAN DIEGANS are detinitely 


interested in your morale- building, 


industrial relations message. We 


are plane builders-- ship builders-- 


chute makers -- parts makers 


here -- and we want your story. 
Best told in the San Diego Union 
and Evening Tribune-Sun. One 


“buy” does the job! 


SAN DIEGO UNION 


and TRIBUNE -SUN 
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Getting Personal 


Drew Dudley, deputy chief of the bureau of campaigns of the Of- 
for anonymity” that surrounds so many war workers. The Wash- 
ington Times - Herald published a two-column box biography of 
Washington Times-Herald published a two-column box biography of 
the former Wrigley and Townsend & Townsend copy man, quoting 
his belief that “advertising work is an excellent background for a 
government position” without amplification. Dudley, incidentally, 
turned out the copy ideas for the current Wrigley car card campaign 
directed to war workers “after hours.” 

The recently appointed head of the New York State motor vehicle 
bureau, John Splain, is no stranger to the field of advertising, sales 
promotion and public relations. He has been ad representative for 
automotive publications in N. Y. and Michigan, a copywriter with 
Martin V. Kelly 
Company, and 
merchandising 
counselor to both 
agencies and ad- 
vertisers. Previous 
to that he had 
been with the N. Y. 
Sun tor 12 years. . 

Edward M. Mas- 
sey, publicity di- 
rector of Geare- 
Marston Co. in 
Philadelphia, wili 
be featured in a 
Universal Pictures 
short, “Inventing 
Magic Tricks,” 
which is due for 
public showing in 


ATTEND AMI BANQUET 


Problems were forgotten temporarily as the cameraman November. The 
caught this Wilson & Co. trio at the annual American agency man is 
Meat Institute banquet recently: (left to right) E. A. author of “Five 


Ellendt, mgr., canned meat department; V. E. (Tony) 
Whan, sales and adv. mgr. of the Los Angeles plant; and 
Don Smith, mgr., sales and advertising department. 


Were Called,” a 
novel dealing with 
Quaker City so- 
ciety, and origi- 
nated several of the escape acts for which Thurston was noted.. . 

The Times-Herald recently devoted a full column on the society 
page to the news that Raymond Rubicam had leased a residence in 
Georgetown. It’s big news when one finds a home in D. C. The 
former agency chieftain is in one of the toughest spots in Washington 
at the moment, righthand man to Manpower Commissioner Paul V. 
McNutt. . . 

Lloyd Maxwell, first vice-president of Roche, Williams & Cunnyng- 
ham and president of the Chicago Federated Ad Club, has added 
a new honor: he is now director of promotion of the Army War Show, 
a title conferred by the War Department. Heretofore he has been 
administrative officer, and in that capacity has done much of the 
spadework which has made the spectacle such a fund-raiser for Army 
relief... 

Frank Goldberg and the agency he created, Goldberg Advertising, 
recently celebrated 30 years in the advertising business Down Under. 
From a one-room, one-desk, one-chair office, the Australian agency 
has branched out until it now has offices in Sydney, Melbourne, and 
Wellington, Auckland and Christchurch, N. Z. .. Ford Stewart, West- 
ern mgr. of Christian Herald, is passing cigars for Constance, his third 
daughter and fourth child, born Sept. 25. . . 

George C. Mueller, a.m. of Yates-American Machine Co., has been 
named chairman of the YMCA membership roundup in Beloit, Wis. . . 


AUTOGRAPHING A FAMOUS APRON 


Ed (Archie) Gardner, handyman of "Duffy's Tavern,” looks on as Joseph Allen, 

ad. mgr. of Bristol-Myers Co., celebrates the show's debut on the Blue Network 

by signing Archie's apron. An interested spectator is Edgar Kobak, executive 

vice-president of the network. The program is aired for B-M's Minit-Rub and 
Sal Hepatica. 


The Knickerbocker Club, composed of the employes of Jacob Ruppert 
Brewery, will hold a dinner and dance at the Hotel Commodore, New 
York, Nov. 7, celebrating the 75th anniversary of the brewery’s 
founding. . . 

Albert D. Lasker, chairman of the board of Lord & Thomas, is a 
member of the executive committee of the United Seaman's Service, 
a non-profit corporation organized for the benefit of the merchant 
marine. . Theodora Aronstam, copy chief of Pettingell & Fenton, 
New York, has resigned to join her husband, a captain in the Army 
medical corps, at his station in Texas. . 

Westheimer & Co., St. Louis agency, sent clients and friends a little 
cake in token of its 10th anniversary 

Stanley R. Clague, secretary of the Modern Hospital Publishing 
Company, Chicago, is back at his desk after a series of operations. It 
was the first time in 21 years that he had lost time from the office on 
account of illness. .. Tom Catheart, of This Week Magazine, is putting 
in a lot of time every week assisting in Uncle Sam's scrap drive. . . 


| mail. 


War Department 
to Return All 


Third Class Mail 


Washington, D. C., Oct. 13.—A 
bulk advertising or circular m; 
(third class) addressed to milita 
or civilian personnel of the W 
Department in the Washington ar; 
will be returned to the send: 
under an administrative policy a 
nounced yesterday. 

More than 200,000 pieces of th 
class mail, addressed to individu: 
was received in one month, ; 
more than 10,000 pieces were 
ceived from a single source in \ 
day, a recent survey of the \ 
Department revealed. 

In many cases, the addres 
were incorrect, apparently tak 
from outdated directories. The se; 
ration, sorting and directory ser, 
to handle this bulk of mail | 
caused delay in handling offic 
To expedite official mail t 
War Department’s official mail s) 
tem will hereafter refuse to acc« 
the bulk mail for delivery. 

The department has instructed 
military and civilian personne] 
Washington and vicinity to prov 
their correspondents with~- the 
home addresses, so that third cl 
mail will not be addressed in 
of the War Department. 


Set Up U. S.-Philippine 
Chamber of Commerce 


A Philippine-American Cham! 
of Commerce of the United Stat 


has been organized at San Fra 
cisco. Its purpose is to “foster, p) 
mote, protect and serve the bu 


ness interests of parties having «-- 
sets or interests in the Philipp 
Islands."”. Any company or ind - 
vidual having business or assets 
interests of any sort in the Phili)- 
pines will be eligible for member- 
ship. 

J. H. Marsman, Philippine min 
man, is president of the chamb: 
and Will Montgomery, San Fran- 
cisco Chamber of Commerce, is sevc- 
retary. 


~ 


To ‘Globe and Mail’ 

S. T. Bardal, formerly Winnipeg 
manager of the Canadian Street Car 
Advertising Company, has joined 
the staff of The Globe and Mail, 
Toronto, as executive assistant to 
the advertising manager. Mr. Bar- 
dal was for some years assistint 
advertising manager of the Winni- 
peg Tribune. 


Dailies Merge 
The two morning dailies of Platts- 
burg, N. Y., the Republican and the 


Press, have merged, and the new 
paper is called the Press-Repub- 
lican. William M. Lynch, who has 
been in charge of the Press for 


almost 35 years, is general manager. 


J-W-T Named to Direct 


Brazilian Defense Drive 

The Brazil office of J. Watte 
Thompson Company has been «p- 
pointed to direct advertising for 4 
defense drive in Sao Paulo. 

The campaign is a project 0: the 
University of Sao Paulo to ise 
$312,000 for defense research. 


when you think of SPOTS 
... think of John Blai:! 
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ADVERTISING AGE 41 
. . Py vertisers in cooperating with vari-| gated his son to keep Penelope|ing used by the finance department 
)ptimism Revived ous government-endorsed promo- | “sold” on him during his 20-year and other branches. ? Stouffer Heads 

tions, he said. absence in the wars by constant re- The meeting, which attracted over Restaurant Group 
At the conclusion of the confer- iteration of his virtues, Mr. Emery | 250 registrants, was the largest in Vernon Stouffer, president and 
f Fall Meet of ence, the NAEA adopted a resolu- said that if all this effort were|the association's history, and the| treasurer of the Stouffer Corpora- 
bi tion “highly complimenting’ Dr. necessary to keep one woman sold,| seriousness of the sessions indicated | tion, Cleveland, has been elected 
|McClintock and the Advertising it was self-evident what a job president of the National Restaurant 


Jewspaper Admen 


(Continued from Page 1) 


Ff ice Administration, warned the 
n wspaper men that the price ceil- 
i) g situation cannot fail to cause 
s me exceptionally severe head- 

hes for the nation’s retailers. 

As time goes on, he said, the pub- 
] relations problem of retailers 

\l become more and more severe, 
and they will be the target of all 
k nds of charges by the general 
public and by special interests— 
c.arges of profiteering, of wasteful- 
ness and worse. It is the newspap- 
ers’ duty, Mr. Bernard insisted, to 
make sure that retailers are aware 
of the problems that face them in 
this direction. Having done what- 
ever may be necessary to make re- 
tailers aware of the problem, the 
newspapers have completed their 
task, he said, declaring that the 
smaller retailers, in the smaller 
communities, are in particular need 
of information along this line. 
The committee which he has headed 
has done yeoman work in this re- 
gard, Mr. Bernard declared. 


Bureau Work Explained 


At yesterday’s luncheon, Reuben 
D. Cahn, chief economist, Chicago 
Tribune, traced the course of news- 
paper advertising during World War 
I and the present war to date, em- 
phasized the importance of recent 
government rulings with regard to 
the acceptability of advertising ex- 
pense for tax deduction purposes, 
and declared that the stimulation to 
use advertising is now greater than 
it ever was during World War I. 

At today’s morning session, Wil- 
liam A. Thomson, director, Bureau 
of Advertising, paraphrased the title 

f Mrs. Roosevelt's daily column to 
eport a typical day in the activities 

the bureau, enumerating the ac- 
tivities of the organization in con- 
siderable detail, and emphasizing 
the vast volume of special work 
which is handled in answering re- 
quests of members for specific in- 
formation, following up leads, de- 
veloping special material for 
members, etc. 

He was followed by Dr. Miller 
McClintock, executive director of 
the Advertising Council, who 
brought the group up to date on the 
activities of this war-born organiza- 
tion Dr. McClintock gave high 
praise to newspapers for the effec- 
tive and wholehearted manner in 
which they have aided the council 
and the government in backing its 
Various promotional efforts, re- 
ved the work done to date (as 
orted in the Oct. 12 issue of Ap- 
VERTISING AGE), and indicated that 


Vie 
re} 


many more developments, some of 
them entailing almost unheard of 
advertising expenditures, may be 


expected before long. 


Newspaper Efforts Praised 


The manner in which newspapers 
have cooperated on scrap salvage 
has been of immeasurable help to 
the press in Washington, he re- 
ported, adding “for the benefit of 
doubters” that the salvage effort has 


most certainly not gone awry, and 
that on the contrary the effort is a 
distinct success. “Advertising for 
salv.ge is by no means over and 
will probably be continued for the 
curation,” he said. 


The organization of the Office of 
War 


Information has helped ma- 
‘eria| y in coordinating and clearing 
up c nfusion on government public- 
ty d advertising demands, Dr. 
McC! ntock said, adding that while 


uc’ improvement in government 


bub relations activities has 
‘rea y been witnessed, tremendous 
ddit onal improvement can be ex- 
ecte | shortly. 

He concluded by reminding his 
‘ares that the “how proud we are 
fo part in the war effort” type 
* acvertising is just about worn 
ul, ond that many advertisers are 
©W :>luctant to use it, but are cast- 
48 a out for new and more legiti- 
mate hemes. This gives media an 
nus 


| opportunity to interest ad- 


|Council for their patriotic and effec- 
| tive work. 

| Carlyle Emery, 
|Ruthrauff & Ryan, 
| through 


vice-president, 
Chicago, ran 
a presentation which his 


American manufacturers now “gone 


to the wars” have on their hands 
/in keeping millions of customers 
sold. 


agency has developed for showing | 


to war producers and others who 
jare not using advertising intelli- 
'gently now to protect their peace- 
_ time markets. He cited examples 
|}of companies which lost their iden- 
| tities and their markets because 
they neglected to advertise, and 
}also showed examples of companies 
|which developed to their present 
heights through sustained advertis- 
ing during and since the last war, 


| . ° 
|and reminded his hearers that eco- 


nomic freedom in the post-war era 


| depends in very large measure upon 


the freedom to buy and sell without 
restraint. 
Recalling that Ulysses had dele- 


iclared that 


|crease” in retail advertising. 
government, which now is the larg- | 


Canadian Situation Studied 


The session concluded with a 
thoughtful analysis of the Canadian 
advertising and business situation 
by Morgan Eastman, McConnell, 
Eastman & Co., Toronto, who de- 
while advertising has 
thus far held up well, all signs seem 
to point to further decreases in na- 
tional advertising and a “sharp de- 
The 


est single advertiser in the Domin- 
ion, although by no means a domi- 


nant factor, is likely to use more | 


and more advertising, he said, as 
other government departments see 
how successfully advertising is be- 


the wisdom and importance of con- 
tinuing the exchanges of informa- 
tion. 
in New York late in the spring, it 
was announced. 


Compton Shifts Two 

Compton Advertising, New York, 
has named Joan Geddes publicity 
supervisor, succeeding Isabel Olm- 
stead, who has been transferred to 
the agency's copy department. Miss 
Geddes was formerly a member of 
the radio staff. 


To Roche, Williams 

Sempray Jovaney, Grand Rapids, 
| Mich., cosmetic maker, has named 
| Roche, Williams & Cunnyngham to 
| direct its account. 

Spot announcements will be used 
on several Midwestern stations, on a 
| 13-week basis. Phil Stewart is ac- 
;}count executive. 


The next meeting will be held | 


Association. He succeeds Sidney 
Hoedemaker of Los Angeles. Dur- 
ing the past year, Mr. Stouffer has 
served the association as first vice- 
president. 

Other officers are Martin J. Hard- 
ing, Chicago, first vice-president; 
John Ebersole, White Plains, N. Y., 
second vice-president; Joseph N., 
Clemons, Miami, third vice-presi- 
dent; Walter F. Harris, Montreal, 
vice-president for Canada; and 
Samuel Pfeiffer, Buffalo, N. Y 


To War Council 


S. Hayes Ensinger, advertising 
manager of Remington-Rand, Inc., 
has been appointed a member of the 
Buffalo War Council. Mr. Ensinger 
serves with Melvin F. Hall, presi- 
dent of Melvin F. Hall Advertising 
Agency, as co-chairman of the 
council's committee on™ public in- 
formation. 


This Picture 
Should Make 
You Think! 


This is a pre-war United States 


Senate debating a major ap- 


pointment. You cannot permit 


this now. An able, powerful 


Congress must carry onthe war. 


YOU-AN AMERICAN - MUST ELECT 


A VICTORY CONGRESS! 


NOW, MORE THAN EVER, it is extremely imperative 


that the American people elect a legislative body 


which is victory-conscious. 


There are 5 big jobs facing Congress in their next 


session. You are aware of them 


but undoubtedly 


there are many people who are not. On pages 3, 4, 


5, 6, and 7 of the November issue of CLICK (copy 


will be mailed on request) you will find an alert 


and intelligent article on this all-important question! 


Can your Congressman pass an acid test regarding 


his duties? Read this test—then check his record to find 


out whether he can pass. If he can’t pass—it is up to 


you to elect a man who can. 


CLICK’s wage-earner family audience, concentrated 


in war industry cities, wants this kind of editorial action. 


We just add that this latest issue IS the new CLICK. 


REACHING THE WORKING MAN AND HIS FAMILY 


_ HARRY HAYDEN, General Manage: 


Plymouth Court, Chicage + Duncan A. Scott & Co., San Francisco + Los Angeles 
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ADVERTISING AGE 


Bernarr Macfadden 
fo Promote Line 
of Health Items 


(Continued from Page 1) 


the Bernarr Macfadden 
Shoe, designed by Mr. Macfadden 
and manufactured by and dis- 
tributed through outlets of the 


Health | « 


Douglas Shoe Company. Initial copy | 
of 250 lines will appear in five test | 


cities — Philadelphia, 
Bridgeport, Detroit and Kansas City. 
The shoe itself, however, will also 
be on sale in Douglas stores in New 
York, Boston, Chicago, Pittsburgh 
and Cincinnati. The expectation is 


Washington, | 


that the newspaper schedule will be | 


extended soon to the latter five 
markets and then to other areas in 
which Douglas stores are located. 
The Macfadden shoe, 
$9.85, falls into a class between 
higher-priced orthopedic shoes and 
cheaper volume lines. Its sponsors 
believe they have a 
may reach 250,000 pairs a year. 


Has New Flour 
Second V-Production Corporation 


market that | nieces ecomeael 
Station and Newspaper 


priced at | 


OCTOBER CANADIAN MAGAZINE UNASE _(Cora-Cola Program | 


Journal. 
*Canadian Homes & Gardens 


**Canadian Home 


| *iChatelaine 


*tLiberty 

*t+ Maclean's 

*Mayfair ° ' 

*t+National Home Monthly.. 
New World : 


Total Group 


Display, including Poultry and Livestock in Canadian Farm Papers 
24.3 1 4.3 


Canadian Countryman 
*Country Guide i 
iFamily Herald & Weekly Star 
Eastern Edition 
Western Edition 
tfarm & Ranch Review..... . <eae 
tParmer's Advocate & Home Magazine 


*} Western Producer 
Total Group 
*Figures furnished by publisher 
September linage 
$Five issues, 1942; four issues, 1941 


11942 format 680 lines; 1941 format 700 


Pages Lines Pages Lines | 
28.5 19,412 34.1 23,887 | 
21.7 14,548 26.6 17,895 | ff ys 
8.4 26,146 40.1 28,119 | | 
31.1 3,329 28.6 12,259 | if | { 
47.7 32,433 57.4 40,240 
419.2 $3,152 1.9 4,881 
29.2 19,S7¢ 29.7 20,812 


9.2 19,876 9. 20,812 | 7 
~ = = “Letter to Dailies 
| Chicago, Oct. 13.—Frank Tripp of | 


7,032 24 17,001 | 


23.9 16,793 20.5 14,766 the Gannett Newspapers, perennial 
ILLS 32.0 32.968 | firebrand of the Newspaper Adver- | 
27.0 23.6 23,880 | tising Executives Association, almost | 
ap is ta'je2 | Missed this year’s session—but not | 
26.0 26.3 18,445 quite. 
s is ‘3.131 He was among the missing yester- | 
‘| day, but turned up at today’s session | 

221 212.4 185,092 


and managed to contribute the only 
extra-curricular fireworks at the 
meeting by reading an extraordi- | 
nary letter which the editor of one} 
of the Gannett newspapers had just | 


manager of Physical Culture, gen- | 


eral manager. Jasper, Lynch & 

Fishel has been appointed agency. 
Plans for Physical Culture’s re- 

vival are still in the formative stage, 


| with a decision due on whether the 


product scheduled for promotion is | 


Mealene, a blended cereal pancake | 


and muffin flour. This will be dis- | 


tributed chiefly through health food 
and department stores. Other prod- 
ucts in the test stage include several 
in the proprietary field. 
Roland G. Hebert, Mr. 
den’s son-in-law, is president of 
V-Production Corporation, with 
Stanley Hunter, former promotion 


FOR A GOOD 
DAYS WORK IN 


ST.LOUIS 


Ee 
note lisennox 


Macfad- | 


P R GETA GOOD 
< f NIGHTS SLEEP AT 2 


newsstand price will be 15 cents or 
a quarter. 


Get Service Awards 
Berkshire Evening Eagle, Pitts- 
field, Mass., and Station KFBK, 
Sacramento, Cal., were the winners 
'of $500 gold medals given by the 
National Board of Fire Underwrit- 


ers “for public service in the cause | 


of fire prevention.” 

Honorable mention citation for 
newspapers of over 50,000 circula- 
tion went to the Hartford Times, 
while smaller papers to win cita- 
tions were the Journal, Camp 
Point, Ill.; Democrat and Republi- 
ican, Shelbyville, Ind.; and Times, 
| Coos Bay, Ore. 


Elliott Promoted 


| Roy G. Elliott has been appointed 
vice-president of Chatfield Paper 
| Corporation, Cincinnati, O., to suc- 
,ceed the late Thomas H. Scallan. 


| Mr. Elliott has been sales manager | 


of the company. 


THE RIGHT INTRODUCTION 
Gets You Off to a Head Start! 


WMBD gives your products a head start. This station 
is so much a part of life in the rich Peoriarea market 


that it gets enthusiastic response. 


tion 
dence. 


PROOF... 


1 Impressive list of consistent Na- 
. 


tional advertisers 


2 Impressive list of consistent Local 
. 


advertisers 


3 Outstanding listener 
e preference ratings 


FREE & 
PETERS, Ine. 


Reprarctativn 


huw! 
Peoriarea, 


PROVEN PULLING 


Like facts and figures? 
case histories proving folks listen to WMBD and 
It's the one media that gives full coverage of 


Its the home sta- 


the one folks in Peoriarea listen to with confi- 


= Station » ™ 
° 


7 


PEORIA, ILL. 


POWER 


WMBD will gladly supply 


WMBD is a member of CBS network 


lines 
|received, and which Mr. Tripp as- 
sumed had likewise been sent to all | 
other newspaper editors. Mr. Tripp 


Pickings’ Guilt in 

g | branded the letter the ‘“‘most amaz- 
|ing thing’ he had seen in 41 years | 
ag ase p e lin the newspaper business. 
campaigns and media, division of 
information, War Production Board, 

| ; ” | Oct. 9, said: 
| Washington, D. is Oct. 15.—The “The worker in our industrial 


Signed by Robert R. Ferry, chief, 
by Supreme Court | Washington, D. C., the letter, dated | 
last avenue of legal appeal in their | plants is as essential a part of our 


October 19, 1942 


tlers, radio station managers and 
newspaper radio editors, Mr. Ferr) 
complied. 

So did the Army, the Navy, and 
Sen. Chan Gurney of South Dakota 
member of the Senate military af 
fairs committee. 

Editorial response, of tl! 
“shocked” variety, was quick ar 
vituperative. 

Best quotes came from PM: “It 
quite true that Coca-Cola is ded - 
cating ‘Spotlight Bands’ to men 
the armed services and war wor! 
ers. But this is no reason why 
government agency—the most ir: 
portant government agency, rig 
now—should, in effect, turn pre 
agent for a privately owned cor 
pany. 

“If the WPB has war workers’ i: - 
terests so much at heart, w 
doesn’t it conduct a publicity ca: 
paign to end various discriminatio s 
by employers? Or a campaign 5 
counteract propaganda emanati: g 
from the National Association 
Manufacturers?” 

WPB had no retraction or stat 
ment to make. Nor have the Arn 
the Navy, nor Sen. Gurney as yet 

And a former adman with te 
government commented that new 
papers and radio should take 
“pause that refreshes” from th¢ 
intramural scraps, and concentra 


—_ 


‘ 


/fight to wipe out lower court de- | war effort as the soldier in the field,|on the Japs. 


jcisions that they had used the | One cannot exist without the other. 
American flag improperly appeared | “Anything that contributes to the 
|to be closed this week to Mr. and | spirit and morale of these soldiers 


| Mrs. Guy We Picking, when the of the production front is, therefore, 
|U. S. Supreme Court refused to re-| 4 direct contribution to the war 


| view the record. | effort. 


| Guy W. Picking and his wife, Ida 
M. Picking, first came into conflict Plugs Coca-Cola Program 
|with the law over the use of the “Many of these workers operate 
| American flag in advertising in No-| under trying conditions. Many 
vember, 1940, when they were 
arrested in New York City and|/in new plants—and live in new 
charged with violating a section of | homes in isolated communities. They 
the state penal code dealing with/| often have few facilities and little 
commercialization of the flag. The|time or energy for amusement. 
|Pickings published a travel direc-| “Because it helps us solve this 
tory in which they listed recom-/| problem, we wish to call your at- 
mended tourist homes, and as a pro-| tention to a new radio show—Coca- 
|}motion medium they had _ their! Cola’s Victory Parade of Spotlight 
| white, four-door sedan painted with Bands. This program will be broad- 
|portions of the American flag, ac-| cast every evening Monday through 
companied by the slogan, “Travel| Saturday, over approximately 150 
America.” stations of the Blue Network from 
Evaded New York Trial 9:30 to 9:55 p. m. EWT. It will 
feature the greatest bands in the 

A New York magistrate held the| U.S. A. and the programs will origi- 
couple for action by the Court of|nate in Army camps, Naval bases 
Special Sessions, paroling them in| and war-industry factories all over 
their own custody. The Pickings | the country. 
failed to appear for trial Feb. 5, “By bringing top-flight entertain- 
1941. A warrant was issued for! ment to war workers at the plant— 
their arrest and they were appre-| without interrupting production— 
hended in Chambersburg, Pa., Aug. | this program will definitely deliver 
15, 1941. The following month they | an jmportant impetus to worker 
were extradited to New York. They | morale. 
entered not guilty pleas and, after “For this reason anything that 
being sent to jail in default of $500 you can do to implement the effec- 
bail, they were released when bail tiveness of this show would be much 
was furnished. The case was tried | appreciated by the War Production 
Aug. 14. . Board.” 

The defendants insisted they were | The newspaper executives took no 
using the flag for patriotic purposes | action on the letter, but its reading 
and not to advertise their tourist) stirred up an unusual amount of 
business. They were found guilty |jobby conversation. The fact that 
by three presiding justices, who sus- WPB had gone to the extent of 
pended sentence on the condition | «pjugging” a commercial advertis- 
that the flag be removed from the ing venture—to a competitive me- 
car within 30 days. dium at that—was declared to have 
marked a new high in cooperation 
; with an advertiser. 

The conviction was unanimously 
upheld by the Appellate Division; COCA-COLA LETTER STIRS 
of the New York State Supreme STORM, BUT NO ACTION 
Court on Feb. 27, 1942, and on May Washington, D. C., Oct. 15.— An 
28 was again sustained by the Court advertising man whe thinks in 


of Appeals terms of thorough merchandising 

The assistant district attorney found himself the innocent victim 
who prosecuted the case pointed out | of an inter-media barrage this week, 
the court opinions established the when dozens of newspapers from 
principle that no matter how patri- | tpe Pittsburgh Press to PM edi- 
otic the motive, advertisers are for-|toralized on his “endorsement” of 
bidden to attach an advertisement the Coca-Cola “Spotlight Bands” 
to the U.S. flag in any manner what- radio program on the Blue Network. 
soever; advertisers cannot justify He is Robert Ferry, former Young 
the use of the flag in connection | ..4 Rubicam account executive 
with an advertisement by claiming | who heads the campaigns and media 
| that the flag is used separately as a| branch of the War Production 
patriotic display; and the flag cannot | Board's division of information, and 
be used as an attraction to enrich | 4; such is charged with coordinating 
| one’s pocket. all phases of the WPB’s war pro- 
duction and labor management cam- 
paigns. 
WPB, as well as the Army and 
avy, approved the Coca-Cola pro- 
gram, which tours Army camps, 
Navy bases, and war plants six 
nights a week, on the theory that 
entertainment by name bands would 
‘Grocer’ Moves help morale. 

The Chicago office of Progressive And when the D’Arcy Advertising 
Grocer has been moved to 58 E. Company asked letters of approval 
Washington street. to merchandise the program to bot- 


Patriotism No Excuse 


Sullivan Resigns 
David J. Sullivan has resigned as N 
advertising manager of the New 
York Amsterdam Star-News. No 
successor has been named. 


work long hours, through holidays, | 


C. E. Sweet Again 
Heads Agricultural 


Publishers’ Group 


(Picture on Page 47) 

Chicago, Oct. 14.— The Agricul- 
tural Publishers’ Association, con- 
vening here for its annual meeting, 
passed up its usual prepared pro- 
gram and substituted in its stead a 
one-day business meeting. 

The association reelected Charles 
E. Sweet, Capper Publications, as 
president for the coming year. Also 
reelected were Glenn Buck, Ne- 
|braska Farmer, vice-president; Ed. 
Corbin, Meredith Publishing 
Company, secretary; and Neff Laing, 
Capper-Harman-Slocum, treasurer 

The 1943 board of directors will 
include B. Morgan Shepherd, South- 
'ern Planter; Mr. Buck; W.S. Edmis- 
ton, Western Farm Life; E. R. East- 
man, American Agriculturist: and 
William Springer, Chicago manager, 
Southern Agriculturist. 


Smith for Heiss 
on ‘Traffic World’ 


A. E. Heiss has resigned as chief 
of the Washington news bureau of 
Traffic World, Chicago, after over 
|30 years of service. Stanley H. 
Smith, who has served on _ the 
Washington staff for over 20 years, 


succeeds him as chief. 

| Lewis W. Britton, formerly with 
Domestic Engineering and later 
with Industrial Publications, Chi- 
cago, has joined the Washington 
staff. 


‘Names Hicks 


| Credit Exchange Inc., New York 
jhas appointed Hicks Advertising 
| Agency, New York, as advertising 
counsel. 
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Y¥2 Million Peo- 
ple in North- 
eastern Wiscon- 
sin Listen Nearly 
60% of the Time 
—The Only Big 
Station in This 
Rich Area. No Other 
CBS Station can be 
Heard Regularly. 


The only CBS 
Northeastern W sonst 


GREEN BAY, Wisconsi" 
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NAB Maps New 
Fight Against 
Petrillo Edict 


(Continued from Page 1) 

B oadcasters Association, which laid 
the lines last week for formal or- 
ganization (ADVERTISING AGE, Oct. 
12). But observers believed that, 
despite the outward show of unity 
fo lowing the two-day session which 
wound up here yesterday afternoon, 
internal trouble still may impede 
association work and that some 

re permanent solution to recur- 
ring outbursts over the Neville Mil- 
ler administration must be found. 

With the internal dispute tempo- 
rarily out of the way, and a techni- 
cal “vote of confidence” for the 
NAB head, he will open a series of 
NAB district meetings Oct. 19 at 
Philadelphia, centering on the as- 
sociation’s war work. 

Although Assistant Attorney Gen- 
eral Thurman Arnold intends to go 
through the motions of appealing 
Monday’s federal court decision 
here, which upheld the AFM con- 
tention that the fight over its re- 
cording ban was purely a labor dis- 
pute, the federal attorney was said 
to be pessimistic about eventual suc- 
cess in the Supreme Court. 


In its first formal comment on 


dismissal of the government’s anti- 
trust suit against the AFM, the NAB 
indicated that litigation will now be 
pressed in state courts. This is the 
strategy planned by transcription 
companies, NAB said, and the pro- 
cedure will have NAB support. 

The highest courts of several 
states have taken positions entirely 
different from that of federal courts 
and “it is believed that appropriate 
suits in state courts have a substan- 
tial chance of success,” NAB ob- 
erved. The association added that 

report will be made to members 

on on “developments in carrying 

ut NAB’s plans for elimination of 
the recording ban through means 
other than resort to the anti-trust 
laws.” 

Sen. Burton K. Wheeler, chair- 
man of the Senate interstate com- 
merce committee, said he would at- 
tempt to negotiate a settlement of 
the musicians-broadcasting row, 
but the union president, jubilant 
over the initial federal court victory, 
said merely, “The ban will stand, 
that’s all. The next move is up to 
the companies.” 

The Senate has voted to investi- 
gate the union but several broad- 
casters who cheered this decision at 
first now believe it would be un- 
wise, since any federal legislation 
intended to clip Mr. Petrillo’s wings 
would probably be contested by 
both the AFL and CIO. The only 
other federal legislative remedy, it 
is Said, would be in the form of an 
amendment to the copyright laws 
legalizing performance royalties on 
records. Such a measure, which the 
union head is expected to seek, 
might be approved by the large re- 
cording companies but would be a 
blow to small radio stations. 


TO SEEK INDUSTRY 
REACTION TO ABA 

New York, Oct. 15.—The future 
e American Broadcasters Asso- 
n will be determined largely 
y response to a letter that will go 
ul to stations throughout the coun- 
ry next week inviting participation 
} the new organization, John Shep- 
ind Srd, temporary president of the 
group), told ADVERTISING AGE today. 


—,, 
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WHO ADVERTISED WHAT 


IN THE LAST WAR? 


* Many manufacturers and their advertis- 
mA Ggencies are trying to remember what 
® competition did 25 years ago. 
How much simpler it would be if every 
“se of these manufacturers had a clipping 
ook for the war years that showed all edi- 
ab publicity and competitive advertising. 

® cm help you build such a permanent 


re or the years to come, at a remark- 
ly low cost. 


Just ask for Booklet No. 20. 


BACON'S CLIPPING BUREAU 
Bu SS FARM GENERAL 
P S * PAPERS MAGAZINES 


28. LA SALLE ST., CHICAGO, ILLINOIS 


He disclosed the next ABA move 
following the conclusion of the two- 
day NAB directors’ meeting in Chi- 
cago, which voted support of the 
Neville Miller administration. 

Pointing out that nine stations are 
‘now enrolled under the ABA ban- 
|ner, Mr. Shepard indicated that the 
support of between 50 and 75 rep- 
| resentative broadcasters would be 
| required to justify going ahead with 
| the new trade association. 


| 


| 


Norris Demands 
Probe of Networks’ 


Co-op Spot Refusal 


Washington, D. C., Oct. 15.—Sen. 
|George W. Norris of Nebraska to- 
day introduced a resolution calling 
|for investigation of the National 
| Broadcasting Company and the Co- 
| lumbia Broadcasting System be- 
;cause of the refusal of their owned 


‘and operated stations to accept the 


erative League of the U. S. A. (Apb- 
| VERTISING AGE, Oct. 12). Supported 
|by Sen. Burton K. Wheeler, chair- 
'man of the interstate commerce com- 
‘mittee, which has jurisdiction over 
'radio, and Senators Aiken and 
| Langer, Sen. Norris predicted that a 
'fundamental amendment to the 
Federal Communications Act may 
be required as 
| situation.” 


N 
| National Association of Broadcast- 


lers, termed the resolution “one of | 


the gravest threats to freedom of 
| speech in recent years,” since it di- 
‘ects a Senate committee to de- 
termine what the people should 
\“hear and not hear” on the radio. 
Mr. Miller called attention to pro- 
visions of the NAB code of program 
standards, which he claimed the 
networks had adhered to, in refus- 
ing to sell time to discuss the phil- 


issue. 

“Consumers’ organizations 
quently have been given time on the 
air to discuss their movement, and 
have been sold time to advertise 
| their goods when they have goods 
for sale,” Mr. Miller emphasized. 

John Carson, secretary of the co- 
operative, in a counter statement 
termed the radio stations’ 
“harsh and arbitrary.” 


Industrial Editors 
Hold War Conference 


Featured speakers at the recent 


war conference of the Southwestern 
Association of Industrial Editors, 
which met at Stillwater, Okla., were 
Howard A. Marple, president of the 


National Council of Industrial Edi- | 


tors, and D. C. Miller, assistant 
head of the industrial publications 


division of the Treasury Depart- 
|}ment, special war _ savings staff, 
Washington. 


‘ - | 
Discussion centered around plans 


for guidance of house organ editors 
|during the war. Fred M. Karches, 
personnel manager of Emerson Fan 


|Company, St. Louis, led a round | 


'table discussion, and Len Hall, 
R. R. Donnelley Company, Chicago, 
led a conference on the production 
aspects of magazine publishing. The 
|'WOW “News Tower Magazine,” 
house publication of the Omaha 
station, was given a triple award of 
merit for superiority of production, 
|editorial content and appearance. 


Pierce to R&R 

Ruthrauff & Ryan has assigned 
Sam Pierce, former radio head for 
Lennen & Mitchell, to produce the 
Gracie Fields program for Pall Mall 
cigarets. The program will origi- 
nate in New York before moving to 
Hollywood. 


i 


Dr. Pepper Opens Show 

Dr. Pepper Bottling Company, 
through M. L. Maitland, local dis- 
tributor, has begun a new radio 
series over Station KFRC, San 
Francisco. The program, titled the 
| *10-2-4 Ranch,” is a 15-minute fea- 
ture starring Dick Foran. 


Brettelle Joins GM 

H. T. Brettelle, formerly business 
manager of the “Adcrafter,” official 
publication of the Detroit Adcraft 
Club, has joined the Detroit Diesel 
engine division of General Motors 
Corporation. 


|advertising program of the Coop- | 


“the cure to the) 


eville Miller, president of the | 


osophy of the consumer movement, | 
which he termed a “controversial” 


fre- | 


action | 


Lady Esther, Lid, 
Replaces Freddie 
Martin with Drama 


New York, Oct. 14.—Lady Esther, 
Ltd., will replace its CBS show, 
which now features Freddie Martin 
and his orchestra, with “Screen 
Guild Players,” dramatizing popular 
motion pictures, effective Oct. 19. 


|The replacement will be aired at) 


the same time period, Mondays 
from 10 to 10:30 p. m., EWT, over 
'66 CBS outlets. Pedlar & Ryan is 
the agency. Actors appearing on 
“Screen Guild Players” give their 
services and the sponsor, in turn, 
contributes to the Motion Picture 
Relief Fund. 


Bristol-Myers Renews 


Bristol-Myers Company has re- 
newed “In Person—Dinah Shore” 
‘on the Blue Network effective Oct. 
30. The program is aired Fridays 
ifrom 8:15 to 8:30 p. m., EWT, with 
a repeat at 11:15 p. m., over 117 
stations for Mum. Pedlar & Ryan 
is the agency. Bristol-Myers also 
sponsors “Duffy's Tavern” for Minit- 
|Rub over the Blue on 120 stations. 


The half-hour show, launched this 
week, is heard Tuesdays at 8:30 
| p. m., EWT, with a repeat at 12 
‘a. m. Young & Rubicam handles 
Minit-Rub advertising. 

Wrigley Renews Two 


Wm. Wrigley Jr. Company has 
renewed two programs heard over 
CBS. The five-times-weekly Ben 
| Bernie show, heard from 4:45 to 5 
|p. m., CWT, Mondays through Fri- 
days, and the Gene Autry show, 
heard Sundays from 5:30 to 6 p. m., 
CWT, have been renewed for a full 
|year. Arthur Meyerhoff & Co. is 
agency for the Bernie show; J. Wal- 
ter Thompson Company handles the 
Autry program. 


Grafton on WOR 


Samuel Grafton, newspaper col- 
|}umnist, will begin a series of pro- 


|grams over WOR Sundays from 
7:45 to 8 p. m., EWT, beginning 
Oct. 18. It will be his first domestic 


| series of broadcasts, although he has 
previously been making regular 
| broadcasts by shortwave to Ameri- 
;can troops abroad. The program 
| will be sponsored by Newark Cheese 
|Company for Sante cheese. J. G. 


| Proctor is the agency. 
Serial Moves to Chicago 


| “Helpmate,” serial broadcast over 
|35 NBC stations from 9:30 to 9:45 
ja. m., CWT, will move from New 


York to Chicago with the Oct. 19 
broadcast. The program is spon- 
sored by the Cudahy Packing Com- 
pany for Old Dutch Cleanser. Grant 
Advertising is the agency. 
Libby Sponsors Special 

A special broadcast will be aired 
over the entire 137-station network 
of the Blue Network Company Mon- 
day, Oct. 19, when Libby, McNeill & 
Libby dramatizes the problem of 
\feeding a nation at war. Called 
“Napoleon Was Right,” the show 
will be heard from 3:30 to 4 p. m., 
‘CWT. The theme will be Libby's 
forthcoming advertising campaign, 
which is designed to help the house- 
wife in planning a balanced and 
appetizing diet, despite shortages. 
The program is aimed at Libby 
dealers and salesmen as well as con- 
sumers. J. Walter Thompson Com- 
pany is the agency. 


Guest Joins Agency 

Harry Guest, for 14 years repre- 
sentative of The Saturday Evening 
| Post in Cleveland, has joined Mel- 
|\drum & £Fewsmith, Cleveland 
agency, as vice-president in charge 
lof service. 


To Parker-Allston 


Constitution Reinsurance Corpo- 
ration, New York, has appointed 
Parker-Allston Associates, New 
York, as advertising counsel. 


tations made necessary 


one in the advertising, 


business. 


routine of your job has undoubtedly 


been very much upset. Product limi- 


emergency have developed an en- 


| tirely new set of problems for every- 


ing or other creative departments of 


NEED HELP ON 
THOSE NEW PROBLEMS? 


In just a few short months the calm 


problems. 
by the war 


merchandis- 
James W. 


been for thirty years one of the 
brightest stars in the advertising 


firmament. 


nique for 


for all their 


tatives. 


YOUR 
COPY 


ORDER 


NOW 


Postpaid $199 


postpaid. 


100 E. OHIO STREET 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


“A ‘Technique for Producing Ideas” 
is a made-to-order solution for such 
It is dynamic and stimu- 
lating and does just what it says it 
does. You can read it in half an hour 
but you'll remember it for years. 


His clear thinking, his brilliant ad- 
vertising and merchandising cam- 
paigns and his constant study of 
successful methods have carried him 
to the top of the advertising ladder. 
In this book he discloses his tech- 


ideas that work in advertising, sales 


and merchandising. 


Many companies have ordered copies 


Those who buy almost in- 
variably order additional copies for 
friends and associates. 
get yours before the limited edition 
is exhausted. ‘The price is only $1.00 
live per cent discount for 


five copies or more. 


Young, the author, has 


developing new ideas, 


executives and represen- 


Be sure to 


CHICAGO, ILL. 
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50 Top Direct Navona Industrial AGertsers | Art Work First F 


Mail Campaigns 
of 1942 Picked 


Sixteen Special 
Awards Also Listed 
at DMAA Meeting 


New York, Oct. 16.— The Fifty 
Direct Mail Leaders of 1942 were| 
announced here today by the Direct 
Mail Advertising Association. In 
addition, 16 special plaques were | 
awarded to advertisers for excel-| 
lence in special classifications. 

The top 50 consisted of the fol- | 
lowing: 

Abbott Laboratories, Chicago; 
Aberle Inc., New York; American 
Asphalt Roof Corporation, Kansas | 
City; American Bandage Corpora-| 
tion, Chicago; American Chain & | 
Cable Company, Bridgeport, Conn.; 
Austenal Laboratories, Chicago; 
Aviation, New York; Bankers Trust 
Company, Detroit; Blue Network, 
New York; The Broadway-Holly- | 
wood, Hollwood; Central Manufac- | 
turers’ Mutual Ins., Van Wert, O.; | 
Clark Controller Company, Cleve- 
land; Columbia Broadcasting Sys- 
em, New York; Detroit Trust Com- 
pany, Detroit; Dodge Chemical 
Company, Boston; Eagle-Picher 
Sales Company, Cincinnati. 


Navy League In 


Eastern States Farmers’ Ex- 
change, Springfield, Mass.; Thomas 
A. Edison, Inc., West Orange, N. J.; 
Esso Marketers, New York; Hart} 
Schaffner & Marx, Chicago; Her- 
cules Powder Company, Wilming- 
ton; Jarman Shoe Company, Nash- | 
ville, Tenn.; Koppers Company, 
Baltimore; Libbey - Owens - Ford 
Glass Company, Toledo, O.; Merck 
& Co., New York; Mutual Broad- 
casting System, New York; National 
Broadcasting Company, New York; 


OR the rest and 
recreation you 
need to carry on, 
visit Hot Springs. 
Two beautiful Ax 
lakes, Catherine oe, |i? 5 
and Hamilton. All oo. 14.’ Fin, may 
outdoor sports and 
activities at their 


best. Health-giv- = eth 4 Rings a 
ing mineral wa- 3%. “ Ss mae 
ters to heal and Fy Toy renee 


rejuvenate. 


HOT 
SPRINGS 


National Park, Arkansa;: 


5 


EASTMAN [22%5srns 


Convenient to all sports and recreations, 


yet situated in 


the quiet of 
rivate 


Government 


its own 


park. controlled 


athhouse under same roof. Rooms from 
$2. single. 


WALTER E. DAVIS, Manager 


MAJESTIC totic oaths 
HOTEL e BATHS 
With more than 300 miles of shoreline 
on lakes Hamilton 6 Catherine, and with 
every outdoor sport and activity. Hot 
Springs is the perfect summer spa. At 
the Majestic: 2, 3 and 4 room apart- 
ments; spacious rooms from $1.50; gov- 
ernment supervised bath house inside 
the hotel. 
C. EMMETT KARSTON, Manager 
° . . ~ o 


Direction: 
SOUTHWEST HOTELS INC. 
H. Grady Manning, Founder 


Finance Committee, Ottawa, Can-| 


_ada; Navy League of United States, | 


Washington, D. C. 

New England Coke Company, | 
Boston; Newsweek, New York; | 
North American Rayon Corporation, 
New York; Penn Mutual Life Insur- 
ance Company, Philadelphia; Phoe- 
nix Metal Cap Company, Chicago; 
Republic Steel Corporation, Cleve- 
land; St. Louis-San Francisco Rail- 
way, St. Louis; Schering Corpora- 
tion, Bloomfield, N. J.; Servel Inc., 
Evansville, Ind.; Shelby Salesbook 
Company, Shelby, O.; Shell Oil 
Company, New York; Southern New 


|England Telephone Company, New 


Haven; Southern States Iron Roof- 
ing Company, Savannah; Standard 
Oil Company (Ind.), Chicago; B. F. 
Sturtevant Company, Boston; Suc- 
cessful Farming, Des Moines; Syl- 
vania Electric Products, Inc., New 
York; TelAutograph Corporation, 
New York; United Business Service, | 
Boston; Whitehead Metal Products 
Company, New York. 


Plaque Winners Named 


Plaque winners (with donors in 
parenthesis) were: 
Color in direct mail (General 


Printing Ink Corporation), Aberle, 
Inc.; effective letters (Ohio National 
Life Insurance Company) American 
Bandage Corporation; industrial di- 
rect mail (McGraw-Hill Publishing 


|Company), American Chain & Cable 
|Company; retail direct mail (Coca- 


Cola Company), Broadway-Holly- 
wood Store; house organ (Industrial 
Marketing) Detroit Trust Company; 
conservation and maintenance (R. L 
Polk & Co.), Eagle-Picher Sales 
Company; outstanding campaign to 
consumers (Flintkote Company), 
Esso Marketers; dealer education 
(McCann - Erickson, Inc.), Hart, 
Schaffner & Marx; typography 
(American Type Founders), Merck 
& Co.: service organization (Na- 
tional Cash Register Company), Na- 
tional War Finance Committee of 
Canada; mail order campaign (Mc- 
Graw-Hill Publishing Company), 
Southern States Iron Rooting Com- 
pany; mil order campaign (Mostly 


Selective List Service), Navy 
League of the U. S.: outstanding 
showmanship (Reporter of Direct 


Mail Advertising), Newsweek; mail 
order campaign (anonymous DMAA 
member), Successful Farming: 
goodwill letter campaign (Time- 
Life-Fortune), TelAutograph Cor- 
portion; campaign to step up war 
production (Buckley, Dement & 
Co.), Whitehead Metal Products 


| Company. 


Glass Jars Key 
Drive for Mennen 


Shaving Creams 


(Picture on Page 1) 


Newark, Oct. 14.—The wartime 
metal shortage was further empha- 
sized this week as the Mennen 
Company launched a special series 
of magazine advertisements an- 
nouncing that henceforth its shave 
cream would be packaged in glass 


| Jars 


Copy indicated that a limited sup- 
ply of tubes would also be avail- 
able, but urged consumers to 
tin and help win—buy 
shave cream in. glass 
empty tube required.” 

Staggered insertions, appearing 
over a period of two months in 
conjunction with Mennen’s regular 
copy, have been scheduled for 
Collier's, Life, Look, Newsweek, The 
Saturday Evening Post and Time. 
Pointing out that “the government 
has been extremely generous in per- 
mitting even a limited use of metal 
tubes for shave cream,” the layout 
assumes “men at home will gladly 
accept shave cream in glass jars if 
they know that they will be helping 
our government overcome the metal 
shortage.” 

On Nov. 1 Mennen will inaugu- 
rate a third campaign exclusively 
for the brushless shave. This two- 
color series will appear in The 
American Weekly, Metropolitan roto 
group, New York Times Magazine, 
Parade and This Week Magazine, 
supplemented by black-and-white 
newspaper insertions in some areas. 

Russel M. Seeds Company, Chi- 
cago, is the agency. 


Mennen 


‘for another’s. 


“save | 


jars no 


Feature of Stein 
Brassiere Drive 


(Picture on Page 47) 


Chicago, Oct. 15.—A. Stein & Co., | 
maker of Perma-lift  brassieres, 
Hickory foundations and Paris sus- 
penders and garters, this week | 
uncorked new campaigns for both | 
suspenders and brassieres. 

A perpetually interesting aspect) 
of brassiere advertising is the art 
work involved, and J. E. Fleisch, 
Stein’s advertising manager, feels 
that in the current series “we have | 
personified in face and form the 
average American woman’s ideal.” 

Stein was one of the first in its | 
field to swing away from photo- 
graphic illustrations and “fashion 
drawings,’ Mr. Fleisch says. Pre- 
viously, photographs had been so 
much alike that — had logotypes 
been removed — one brassiere | 
maker’s product might have passed | 


Juniors Didn't Like Cuts 
Similarly, “fashion 
were abandoned because 


drawings” 
“surveys 


lrevealed that the juniors (the age | 


group in which we were most inter- | 
ested) did not want to look like the 
‘cuts’ that were supposedly _in- 
triguing their interest,” Mr. Fleisch 
declared. 

The current campaign of maga- 
zine and newspaper advertising 
employs the illustration technique 
which Stein has found most feasible. 


Purposely avoided has been “the 
type associated with comic maga- 
zines and calendar subjects.” The 


illustrations will be repeated in dis- 
play material, backgrounds and 
counter pieces. 


Stein’s copy, incidentally, is as 
airy and light as the brassiere is 
supposed to be. “Kiss the bras 


goodbye,” says one feather-fingered | 
bit of text, “that put red ridges on 
your pretty shoulders.” ‘ 

Copy for the brassieres will ap- 
pear in Charm, Harper's Bazaar, 
Life, Mademoiselle, Movie-Radio 
Guide, Sereen Guide, Stardom, 
Vogue and 22 newspapers. Hickory | 
foundations will be promoted in the 
seme magazines. 

The campaign for new “free-giv- 
ing” Paris suspenders will utilize 40 
newspapers and Life. The theme 
will be its rubber-saving qualities, 
with non-elastic woven fabric fronts 
and elastic backs. “You'll enjoy 
longer wear than ever,” the copy 
promises men, adding that the price 
remains the same. 


NEMO FOUNDATIONS 
USE WAR WORK THEME 

New York, Oct. 13.—Using wo- 
men’s part in the war effort as a 
theme, Kops Brothers today released 
the first copy of a new newspaper 
campaign for Nemo foundations. 
Copy recommends Nemo founda- 
tions, “on active duty all over 
America,” for “efficient beauty,” 
with a “P. S.” added to the bottom 
of each advertisement calling for 


| public support of the nation’s scrap 


drives. 

Maintaining last year’s schedule, 
staggered insertions of two columns 
by seven inches will be released 
nationally in 56 key cities. E. T. 
Howard Company is the agency 


Jones to Gray & Rogers 

C. Walker Jones Company, Phila- 
delphia, manufacturer of Jomac 
work gloves for industrial use, 
coveralls for air wardens and fire 
blankets for industrial safety, has 
appointed Gray and Rogers, Phila- 
delphia, to direct advertising. 


Jelke Advances Brown 


James T. Brown, formerly in the 
Chicago office in charge of the cen- 
tral division, has been appointed 
assistant general sales manager of 
John F. Jelke Company, manufac- 
turer and distributor of Good Luck 
fresh foods 


Safford to KOY 

Hal Safford, program director of 
WLS, Chicago, has been granted a 
temporary leave of absence to take 
over the vacancy left by Jack Reilly, 
program director of KOY, Phoenix, 
Ariz. Mr. Reilly has been re-com- 
missioned a captain in the Army. 


) 


——< 


Pillsbury stat home economists, as 
well as premiums such as solid sil- 
ver dinnerware, house dresses and 
dust-proof garment bags. The com- 
pany believes that the recipes will 
enable home makers to prepare a 
meal for six persons at an average 
cost of 11 cents per serving. 

In line with other advertisers 
whose copy now stresses the nutri- 
tion movement, Pillsbury makes 
careful mention of its products now 
being enriched with two B vitamins 
and iron. 

The campaign will embrace more 
than 500 daily newspapers, national 
magazines and farm papers. Pills- 
bury’s radio program, “Clara, Lu 'n’ 
Em,” heard Mondays, Wednesdays 
and Fridays over a 40-station CBS 
network, also is stressing economi- 
cal use of meat. McCann-Erickson 
is the agency. 


Durstine Named Agency 


Roy S. Durstine, Inc., Cincinnati. 
|} has been named agency for Trail- 
‘mobile, made by the Trailer Com- 
pany of America, Cincinnati 


The rates for this department are as follows: = g' 
“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” «a itt 
“Representatives Available,” 30 cents a line, minimun charge $1. Ter; 2 
cash with order. leas 
All other classifications (single insertion rates): % in., $2.75; 1 to 3 her 
$4.75 per inch. , 
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HELP WANTED c POSITIONS WANTED . 
Crack Steno-Typist to assist publicity | Ageney Executive {AAAA). Now «4. I¢ 
man afternoons 12 to 5 Mon. through | vertising and sales manager la: » I 
Fri. Possibly married woman seeking’| New York cosmetic firm. 14 years r 
extra income. Age, religion, politics | perience—copy writer, art direc a 
don’t matter if sincere worker. Pleas-| radio director. Age 38, married WP 
ant office, excellent pay. Phone. children. Sest references. 4 e 
WHI. 8213. Box 3826, ADVERTISING AGE, N_ \ yt 
Production man who can write, too. ENVBSTIGAT E tp 
Small but successful advertising this COMMANDO som 
service organization needs experi- Advertising executive of unus t 
enced, versatile man as general as-|record and experience that quali < 
sistant to the boss. Primary qualifi-| him to act as your “flight” ec acti 
eation thorough knowledge of | mander. Merchandising, sales pro: - 
printing, engraving, ete., but we want tion, 4A agency and national affi “ay 
aman with some creative ability, too.| tions on packaged foods, fresh a4 jue 
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formation about your experience and Copywriter and layout man wih yap 
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3825 IVERTISING AGE, Che Draft exempt. : 
Box 3825, ADVERTISING AGE, ZO tox 3827. ADVERTISING AGE, Ch, ner 
_— Posereens & ANTES : For the Duration or Longer veal 
FOR A BUSY ADVERTISING Let me keep his job safe for h are 
OR AGENCY EXECUTIVE Thoroughly experienced in publishing A 
An unusual woman with unusual tal- advertising — publicity — selling ner 
ents is now available. 13 years of | correspondence — management, Al! ent 
intensive training in the advertising part time. 
department of an ANA member, ma- | Box 8831, ADVERTISING AGE, Chi shoy 
jor national food advertiser, Excellent | —_— = er 
background in production, photog- REPRESENTATIVE WANTED ; i 
raphy, art Has analytical mind, can : : in 
grasp problems and function quickly, | !xcellent opportunity for advertising 1 
Writes some copy, can take steno- | Space salesman in Middle West te ‘ 
graphic work if necessary Chicago | tory Successful magazine space sell. veal 
preferred. Excellent references ing experience and knowledge of foo 
Box 3830, ADVERTISING AGE, Cheo and drug business essential M Vas 
re oh Ratt ’ — also understand research and= sales 1eld 
ADVERTISING EXPERT: Copywriter. promotion and how to use them i: 
Outstanding Fashion-Beauty Promo- | selling. This is an old well-est my 
tion Layout, prod,, tr pubn. or aBCY. lished organization with a nationa 0) 
Box 382%, ADVERTISING AGE, Cheo.! circulation of nearly two milli = 
Secretary-Stenographer—10 years Give complete details which will ent 
publishing firm: conscientious; per- | considered confidential Only inter las 
sonable; seeks positions with good ested in man who is producing : 
possibilities——FOrdham 5-8449, N.Y.C.) Box 3824, ADVERTISING AGE, Ch In 
she 
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’ ahea 
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prepare “one dish meals” in order of statistical researc or the ue 
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to save money. Kagtiginatiep is , 
Pr walter Gottured ott eer Georgia, has been appointed secre- per ¢ 
, rominently eaturec In all aaver- tary-treasurer of National Trail- Sept 
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Encouraging Signs — 
Seen in Analysis 
of Linage Picture 


New York, Oct. 15.—With volume | 
major media holding up rela- 
ely well, observers this week 
inted to the clarification of Wash- 
gton’s views on promotion expen- | 
{ tures, which is expected to re- 
lease a considerable amount of copy 
retofore held up, and the vigor- 
s merchandising program being 
rsued by food companies as the| 
ief bright spots in the over-all ad- 
rtising picture. 
[The expected application of 
\\PB’s__ production concentration 
ogram in civilian goods industries 
presents a threatening shadow in 
some advertising classifications, but 
it the same time such long-awaited | 
iction as the WPB substitution of 
aw materials allocations for pro- 
juction quotas in the toilet goods 
field was termed helpful. 


Gains Are Scored 


Although total September news- | 
pauper linage in 52 cities, as reported 
by Media Records, was down 2.5 | 
per cent from the same month last | 
year, national advertising showed a) 
gain of 1.5 per cent. Classified also | 
nereased to the extent of 4.2 per 
rent, while other classifications 
showed declines. Retail dropped 4.4 
per cent; automotive, 16.8 per cent; 
ind financial 28.4 per cent. 

For the first nine months of this 
total linage in the 52 cities 
down 6.2 per cent. National 
held up best, showing a drop of 
only 0.8 per cent. Retail declined 
2.0 per cent; automotive 55.4 per 
vent; financial 14.4 per cent; and 
‘lassified 9.8 per cent. 

In the magazine field, latest Pub- 
ishers’ Information Bureau figures 
eveal that weeklies are continuing 
their gains over 1941. September 

sues were up 6.9 per cent over the 
same month last year. Total maga- | 
rine linage showed a drop of 2.8 
per cent last month, against the 
‘omparable month of 1941. October 
ssues of general magazines were 
jown 11.9 per cent; and women’s 
nagazines, 8.9 per cent. Other types 
of magazines were considerably 
ahead of last year. 

The farm paper picture is espe- 
wally heartening, with total linage 
neasured last month more than 13 
per cent ahead of last year’s figures. 
September dailies were up 24.6 per | 
cent; while farm weeklies and 
monthlies advanced 18.8 per cent. 

Network broadcasting volume for | 
the year to date is considerably | 
ihead of the 1941 pace, with expec- 
tations that this will continue for 
the remainder of the year. Mutual 
dillings for September were 34 per 
cent ahead of the same month a 
year ago. For nine months MBS 
villings were 56 per cent greater 
than for the same period of 1941. 
The other three national networks 
do not officially release sales data, | 


year, 


Vas 


wut indications are that September | 
illings sustained the fast pace 
vhich marked the first eight months 
{ the year, when unofficial esti- 
nates pointed to an over-all in-| 
rease of nearly 10 per cent. Aside 


ron 
ee) 


F; 


Mutual, the Blue Network has | 
recording the biggest gains. 
t-changing conditions which 


|} was one built on facts. 


Charles C. Parlin. 
Curtis Research 
Pioneer, Is Dead 


New York, Oct. 16.—Charles C. 
Parlin, who retired as head of the 
market research department of Cur- 
tis Publishing 
Company in 1938 
after the comple- 
tion of 26 years’ 
service, died here 
yesterday at the 
age of 70. Since 
his retirement, he 
had been serving 
Curtis in an ad- 
visory capacity. 

Mr. Parlin was 
a ploneer in mar- 
ket research, 
having joined the 
Curtis organiza- 
tion in 1911, and having instituted 


Charles C. Parlin 


tices now common to the media 


| field. 


His principal equipment consisted 
of the conviction that the only mar- 
keting program that could succeed 
He went out 
to garner these facts and the trail 
which he followed so persistently 
during the next quarter-century 
carried him up and down and across 
the continent, into all kinds of 
strange places, and finally into the 
quartered-oak offices of high execu- 


tives who wished to. share his 
knowledge. 
Mr. Parlin provided publishers’ 


representatives with sound mer- 
chandising information, devised the 
first formal visual presentations to 
manufacturers, created charts which 
made it easy for his audience to as- 
similate the statistics he brought, 
made his own census of distribution 
which at least proved the need for 
a national effort along this line, and 
initiated the first count of brands in 
pantries of homes. 


ROBERT H. DAVIS 

Montreal, Que., Oct. 13.—-Robert 
H. Davis, 75, recently a columnist 
for the New York 


Sun, died in 
Montreal Hospital on Oct. 11. Mr. 
Davis had been a nomadic news- 


paperman, had _ written several 


Product Copy 
Still Tops, L & 7 
Survey Reveals 


Chicago, Oct. 13.—Despite the fact 
that a third of all consumer adver- 
tising is of an institutional charac- 
ter today, the public in general con- 
tinues to prefer product type copy 


| with a service angle, Dr. Lyndon O. 


Brown, vice-president in charge of 
marketing, media and_ research, 
Lord & Thomas, told the Chicago 
Industrial Advertisers 
last night. 

Dr. Brown based his 
sults of a survey the 
completed to measure 
reaction to advertising 


Association 


talk on re- 
agency has 
the public's 
under war 


conditions. 
many of the market research prac- | 


|plays and travel books and at one, 


time was a top executive of the late | 


Frank A. Munsey’s magazine chain. 


ARTHUR P. GOODMAN 
St. Paul, Oct. 12.—Arthur Page 
Goodman, for many years a news- 


paper and magazine circulation 
executive, died here at his home| 
Oct. 4. He was 71. Mr. Goodman 


was active in St. Paul and Chicago 
agency circles, then joined the Chi- 
cago Tribune and at one time was 


in charge of its circulation west of | 
After World War I | 


the Mississippi. 
he bought an interest in and be- 
came circulation manager of Farm, 


Stock & Home. He returned to 
Chicago and magazine circulation 
activities, but retired in 1930 and 


returned to St. Paul. 


‘CLEM OTTERBEIN 


Cincinnati, Oct. 15.—Clem Otter- 


| bein, merchandising manager of the 


died at his 
He was 37 years 
his death 
Mr. Otterbein 
Drug for 18 


Dow Drug Company, 
home here Oct. 8. 

of age and before 
been ill for a year. 

had been with Dow 
years. 


‘Martinelli Campaigns 


ecessitate frequent revisions of ad- SM ili & C W: mT 
ertising schedules prevent long-|_.> artinelli +” atsonville, 
; , ..|Cal., has started a new advertising 
ange schedules, but despite this! ~ : ~~ tte he 
inten: sateen ‘need por campaign for its Gold Medal apple 
ncicap some magazines point op-| cider in 47 newspapers and six 
‘mis‘ically to commitments made) magazines in 11 Western states, 
r 1943. The food classification is|through Brisacher, Davis & Staff, 
‘Specially bright | San Francisco. 
—_— 
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WCOP - REPRESENTED by 
HEADLEY-REED CO. 


WCOP merchandises advertisers’ programs. 


« us to tell you how! 


The survey, which included 3,840 
consumer interviews, using 128 
different advertisements of 12 types, 


Private Lines 


WPB officials insist that there is 
no foundation for reports that 40 
per cent of retail food stores will 
be ordered out of business and their 
stocks turned over to survivors. 

They point out that expected 
“natural” mortality due to man- 
power shortages, price squeezes, and 
shortages of goods will be tough 
enough on the smaller stores with- 
out any government action 

Some move to pool wholesaling 
operations, especially deliveries, is 
far more likely. 

* * 

The War Production Board wants 
the container industry to “concen- 
trate all its research facilities’ on 
developing substitutes for critical 
metals and plastics, and not to wait 
for WPB guidance. Manufacturers 
are being warned not to rely on a 
continued supply of any of the con- 
tainers they are now using 


appears to emphasize the point that 2 

people believe in advertising so Orders aimed at eliminating 
much that they feel it should either | “cross-hauling” of beer are being 
advertise the product or the com-j| held up awaiting settlement of a 


pany, rather than be directed by 
the advertiser to build public 
morale. Morale building is a job 
for the government, or perhaps the 
people’s own, they inferred 


Economy Interest High 


Of the product-type advertising, 
women alone showed greatest inter- 
est in the kind featuring the econ- 
omy of using a product and showing 
how to use it. This was given an 
interest index of 140. Equal interest 
was manifested in advertisements 
with a service angle, such as on how 


to cook, how to sew, how to be more | 


beautiful and other specific “how 
to” subjects. Slightly less interest 
was shown in similar advertising 


along the health line. 


Direct product advertising pre- 
sented with a war atmosphere 
showed an interest index of 107, 


while straight competitive product 
advertising using the argument of 
“better” and similar claims regis- 
tered an index of 62. 


“Brass Tacks” Copy Tops 


Among the types of institutional 
advertising copy, that which deliv- 
ers a specific “brass tacks’ message 
of how the advertiser is helping the 


heated controversy over elimination 
of brand names. If a single brand 
is not adopted, one school insists, 
the various  locally-distributed 
brands will displace the Pabsts, 
Schlitzs and Budweisers for good 
. * * 

Manufacturers of X-ray 
ment, who had _ been 
veloping an industrial market for 
their equipment for several years 
before the war, are now supplying 


equip- 
slowly de- 


a large part of their output to manu- 
facturers of war goods under rigid 
specifications written by govern- 
ment engineers, who don’t want to 


run the risk of failure of critical 
equipment used by our armed 
forces. X-ray tests of material re- 


veal hidden flaws at a glance. 

Thus the X-ray equipment indus- 
try has won a market, as a result of 
war necessities, which it would 
have taken many years of peace- 
time effort to develop to the same 
extent, and is hopeful of being able 
to retain it after the war. Heavy 
advertising schedules are being used 
in the metal working and chemical 
process publications by leading 
companies, 

* 


. . 


Business paper editors are not or- 
dinarily rated as war correspond- 
ents, but some of the publications 
which are interested in the technical 
aspects of war developments are 
sending their men into the war 
zones with regulation credentials as 
war correspondents. There is con- 
siderable red tape to cut in order 
to establish the necessity of a busi- 


|ness editor being in a combat area, 


but when legitimate interest is 
shown, it possible to get the 
necessary official approval. One en- 
gineering editor is now in Alaska 
studying the technical aspects of 
our biggest road construction job, 


a 
1s 


,and he carries the War Department 


okay and as 


respondent 


rating war cor- 


General Mills to 
Expand Market for 
Dehydrated Soup 


Minneapolis, Oct. 15.—Following 
successful sales tests in Buffalo, 
Richmond, Columbus, Indianapolis 


and Omaha, General Mills plans to 
expand distribution of its newest 
product, Betty Crocker Vegetable 
Noodle Soup Ingredients—a dehy- 
drated soup. 

The first of the merchandising 
moves began in April, 1941, when 
the first case of the dehydrated soup 
was sold, In the fall and winter of 


1941-42, a further extension was 


war effort has the greatest interest | Made embracing the sales territory 


Value, indexing 140. “Why products 
are not available” copy ranks sec- 
ond in general interest, and adver- 
tising about products of the future, 
third. Women, however, show much 
'less interest in these matters than 
men. 


consumer equipment, how to make 
it last longer, etc., registered an 
interest index of 88. Goodwill 
advertising with or without a war 
tie-in scored at 82. “Flag waving” 
definitely kills any war interest in 
advertising, apparently —and the 
patriotic morale-building type 
copy (waving the flag) ranked low- 
est in interest value. While the 


| public generally is interested in how 


had | 


a company is implementing the war 
effort, men naturally register 
keener interest in such advertising 
than women. 


Public Wants Advertising 


In measuring the public’s reaction 
to advertising under war conditions, 
the survey indicated conclusively 
that the people want advertising to 
continue for its informational serv- 
ice, 

Looking toward the post-war era, 
Dr. Brown cautioned that a com- 
pany’s position with the public is 
an important asset and manufac- 
turers should work in that direc- 
tion in their advertising. 


Adds Edward Edelstein 


Edward Fdelstein, formerly a free 
lance writer for business papers, 
has been appointed § advertising 
manager of Hornstein Photo Sales, 
Chicago. 


KFIO Replaces KGA 


Effective Oct. 1, Station KFIO 
became the Mutual-Don Lee Net- 
work's outlet in Snokane, 
replacing Station KGA. 


Wash., 


| heavy introductory advertising were 


| 


| 
| 
} 


of | the Eastern 


| 
a 


covered by the Boston, Providence, 
Albany, Buffalo, Philadelphia and 
Baltimore branch offices. In each 
case, merchandising detail work and 
employed; 


limitations 


only on 


the Midwestern division, and feels 
confident that additional facili- 
ties are found, the soup will actu- 


as 


) ally be in all the country’s markets 


equipment and raw materials pre- | 
Copy dealing with conservation of | Vented General Mills from going 


ahead with national 


distribution | 


after the tests had been completed. | 


See Post-War Demand 


This fall, however, with 
tional facilities and supplies avail- 
able, General Mills is opening up 
territory and most 


of | 


addi- | 


Cost a Factor 


Dehydrated sOups are war babies 
and desirable because of the absence 
of packaging problems. The com- 
pany feels, however, that dehy- 
drated soups are here to stay and 
that the new Crocker soup will be 
a substantial item after the war has 
passed. One reason for this opti- 
mism this:') a package holds 
enough for six bowls and the aver- 
age cost per bowl is less than 2c, 


Is 


about half the cost of a bowl of 
canned soup. 
A 
MARIA KRAMER 
HOTEL 
— in| 
| 
HOMIE wittrevery comtort 
land not a care... 


vow LINCOLN 


N 44th to 45th Street at 8th Ave. 


1400 Piva bit ¢ tage aed 


John L. Horgan, Gen. Mgr. C1 6-4500 
Special Rates fo Men in the Armed Forces 


¥, 


& 
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PRINTING 


L 


DAY AND 


SERVICE 


Advertising Typography 


is far more than just typesetting... 
a It is an art that has been developed 
by advertising designers and typog- 
raphers in the last twenty-five years 
...It is a very definite technique of 
handling that has been developed, 
bounded by basic laws of space, mass, 
and color, a pattern if you please that 
has been found to be most effective 
in creating attention by having fine 
appearance and inviting reading 
by presenting the message in an 
orderly fashion that is easy to read. 


MEMBER OF ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA 
FAITHORN CORPORATION 
Ad-Setting 
500 SHERMAN STREET - CHICAGO 
TELEPHONE WABASH 7820 


* Engraving + Printing 
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Never Underestimate the Power of a Woman! ° |: 
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Nor the Power of the Magazine Women believe in! 


In the first 11 months of 1942, advertisers put 668,036 more 
advertising dollars between the Journal’s covers than they did LADIES HOME JOURNAL 
in the same months of 1941. THE WORLDS LARGEST AUDITED MAGAZINE CIRCULATION _ 
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ADVERTISING AGE 


October 19, 1942 


PHOTOGRAPHIC REVIEW 
OF THE WEEK 


ABC CONFEREES ON DECK 


as I, 


’, 
a 
~ 


In this group, on hand for the ABC meeting in Chicago last week, are (left io 
right) F. W. Valentine and W. B. Detwiler, Curtis Publishing Co.; Fred Stone, 
Parents’ Magazine; John S. Brehm, Crowell-Collier Publishing Co.; and Ben Allen, 

Curtis Publishing Co. 


(Story on Page |.) 


ABC meeting-goers included (left to right, front row) B. C. Duffy, Batten, Barton, 
Durstine & Osborn; A. H. Dix, Iron Age; M. E. Wyckoff, Hardware World; (sec- 
ond row) H. H. Kynett, Aitkin-Kynett Co.; E. Ross Gamble, Leo Burnett Co.; 
Frederic R. Gamble and John Benson, Four A's; (third row) William Reydel, 
Newell-Emmett Co.; Otto Stadelman, Needham, Louis and Brorby; Murray 
Carpenter, Compton Advertising; and George Stanton, McCann-Erickson. 


H. H. Rimmer, Canadian General Electric Co., Ltd.; W. A. Grove, Edison Gen- 
eral Electric Appliance Co.; G. S$. McMillan, ANA; P. L. Thomson, reelected presi- 
dent of the ABC for the I5th time; and W. S. McLean, Fisher Body Division. 


C. C. Fancher, A. C. Nielsen Co., Chicago; G. R. Schaeffer, Marshall Field & 
Co.; W. A. Hart, E. 1. duPont de Nemours & Co.; John H. Platt, Kraft Cheese Co.; 
H. S. Thompson, Miles Laboratories; and D. D. Richards, Sears, Roebuck & Co. 


FARM GROUP OFFICIALS AT PARLEY 


Among officers and members at last week's one-day session of the Agricultural 

Publishers Association in Chicago were (left to right) Victor Hayden, associa- 

"on secretary; Fowler Dugger, Progressive Farmer; Marco Morrow, Capper Pub- 

"cet ons; Harry P. Thomas, Southern Planter; F. W. Taylor, Progressive Farmer; 

~0l. B. Morgan Shepherd, Southern Planter; Charles Sweet, Capper Publications: 
and James E. Edwards, Prairie Farmer. (Story on Page 42.) 


FOR DODGE PLANTS 
MAKE ADOLPH 


Dodge Division prepared this poster for 

its plants now engaged in all-out war 

production, and generously offers the 

design to others for their own use, with 

or without credit—just so it helps sell 
more war bonds. 


PERSONIFIED 


Vitamins grabbed the spotlight at the 
recent Chicago convention of the Na- 
tional Association of Retail Druggists 
(Advertising Age, Oct. 12) and Arlyne 
Hennings, named the "Vitamin Girl," 
gave tangible evidence of their potency. 


LIFTED OUT OF THE ORDINARY 


Instead of more familiar photographs and ‘fashion drawings” for brassiere adver- 
tising, A. Stein & Co. currently is using this type of illustration. The company 
feels it gets away from comic magazine and calendar type material, and that the 
illustration embodies the “average American woman's ideal.” (Story on Page 44.) 


ADDITION TO CHICAGO WAR BOND STAFF 


This red, white and blue truck of Standard Oil Co. of Indiana has been added 

to the imposing fleet of moving billboards which aid bond sales in Chicago. 

The bus and streetcar companies also have special units, as do several private 
companies. 


SNAPPED AT INLAND SESSION 


In this group at the Inland Daily Press Association meeting in Chicago last week 
are (left to right) Eddie Richer, promotion manager, Wally Brooks, advertising 
director, and Jack Gafford, national advertising manager, all of the Chicago Sun; 
L. E. Heindel, advertising manager, Capital Times, Madison, Wis.; J. T. Griscom, 
advertising director, Nashville Banner-Tennessean; and Pete Long, The Branham Co. 


MIDWESTERNERS AT INLAND MEETING 


Among Midwestern convention-qoers at last week's sessions of the Inland Daily Press Association were (left to right) Carl P. 
Slane, publisher, Peoria Journal-Transcript, and Arthur Thompson, George H. Morrill Co.; and Fred Schilipin, publisher, 
Times, St. Cloud, Minn., and Mr. and Mrs. J. F. Hladky, Gazette, Cedar Rapids, la. (Story on Page 4.) 
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i WAS BACK in the old Missouri days when a poor, 
ignorant boy named Sam Clemens was working as 
a printer's apprentice. 


He had never read history. He had never heard of 
Joan of Arc. But one day, going along the street, he 
saw a page from a book blowing in the wind. He 
picked it up and read it. It was the story of Joan's 
trial in the Tower. 


In that moment the great writer, Mark Twain, was 
born. 


The story was like a revelation to the backwoods boy. 
It started him reading—studying—thinking about human 
life. It profoundly influenced his whole career. Nearly 
fifty years later he wrote “Personal Recollections of 
Joan of Arc’—the book of which he said: “It means 
more to me than anything I have ever undertaken.” 


y y ry 


IN A THOUSAND HIDDEN WAYS—a man’s reading influences 
his life. Perhaps no greater power exists in a democracy. 


And so, in millions of minds today, seeds of thought—seeds 
that take root and grow, perhaps for a lifetime—are sown by 
The American Weekly. 


In more than 7,500,000 American homes this magazine, dis- 
tributed ftom coast to coast each week through 20 great Sunday 
newspapers, exercises its unrivalled power upon the minds of 
its millions of readers. 

Cutting across the boundaries of age, sex, class and taste, 
The American Weekly succeeds in achieving what every publisher 
has dreamed of: a nearly universal appeal. 


When Mark Twain first read the story of Joan of Arc, be had never dreamed of becoming a writer; bis chief 
ambition was to become a circus clown. But this story started him reading — studying — thinking about human life. 


The story that haunted 
TWAIN... for a Gfetime 


A recent series of eight front-cover illustrations by Edmund 
Dulac accompanying modern interpretations by John Erskine 
of Chaucer's “Canterbury Tales” brought letters from teachers 
and pupils in colleges and high schools in all parts of the 
United States. 

To them the classics are assigned as required reading because 
they contain an amazing assortment of fundamental plots which 
reappear continually in literature. 


A vy A 


There is an analogy in the trend in today's popular music. 
Tschaikowsky’s Fifth Symphony supplied the theme for the pop- 
ular piece called “Moon Love.” “Andante Cantabile” did the 
same for “Isle of May.” Parts of the great composer's Sixth 
Symphony became “The Story of a Starry Night.” A part of his 
“Concerto in B Flat Minor” has become “Tonight We Love.” 
In fact, Bach, Grieg, Brahms, Beethoven and Rachmaninoff are 
all popularized in modern records played in all types of homes. 


THE 


Greatest 
Circulation 
in the World 


Branch Offices: Hsanst Bunc., Curcaco ... 5 Wurrunor Souans, Bostow .. . Ancane Bunc., St. Lous... Hanna Bunc., Cisvaranp 
Geranat Morons Buioc., Dersorr... 101 Manterta St. Artawta. 


The editorial formula upon which The American Weekly is 
based, and which has given it the largest circulation of any 
publication in the world, is almost an exact parallel. Behind 
a sensational headline and glamorous pictures, The American 
Weekly finds literature’s fundamental plots in real life... human 
interest stories about real people that everybody likes to read. 


Each week, The American Weekly brings into millions of lives 
the stimulus of new ideas, an awakening to new aspirations, a 
glimpse — such as Mark Twain caught —of some magic beyond 
everyday horizons. Who can measure its vast influence? 

ry ry LA 


The national advertiser who consistently associates his 
product with such an institution is tying up with the 
greatest force known in advertising. He is making 
his advertising message, like the rest of The American 
Weekly, the week-after-week reading HABIT of more 
than 7,500,000 families. 


ERICAN 
= WEEKLY 


“The Nation’s Reading Habit’”’ 


Main Office: 959 Eighth Avenue, New York City 


. Fowon Bunc.. Los Awceteas... Heamer Bunc., San Prancesco 
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